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CIRCULATION: 1,800,000 


PETERS full page ad featuring shoes you carry will 
appear in this ad. 


TIE-UP MATERIAL (window displays, display cards, 
retail mats, streamers, etc.) is now ready. If you haven’t 


received yours yet, write for it today. 


THIS advertising in LOOK coupled with our advertising 
in LIFE, ESQUIRE, MADEMOISELLE, VOGUE, 
and PARENTS is designed fo sell for you. 


PETERS SHOES 


PETERS SHOE COMPANY OIV. INTERNATIONAL SHOE CO. - LOUIS, MISSOURI 





BOOT AND SHOE RECORDER 


ARCHIE HELLER, district man- 
ager for the Crosby Stores in Wash- 
ington, D. C., says: 

“Men do not achieve success by 
taking it easy. As a rule there are 
no hands on the clock of the suc- 
cessful man, nor does he govern 
his working time by the blowing of 
a whistle. If he has an important 
piece of work to do, he does it,*re- 
gardless of the time necessary to in- 
sure its accomplishment. At the 
same time, he is probably getting a 
lot of fun out of his work because 
he is doing something he wants to 


NOu'VE BEEN CRAMPING MY / 
STYLE LONG ENOUGH - 





do. Work ceases to be work when 
it is directed to the attainment of 
an objective. A successful man is 
not satisfied with being just a 
player in the game—he wants to 
win. The difference between genius 
and mediocrity is often just a dif- 
ference in application. 

“One psychological peculiarity of 
the business man is that while he 
is worried about LOSING money, 


he does not seem so concerned 
about MAKING money. Chauncey 
Depew once said: “I wouldn’t sit 
up all of one night to make a hun- 
dred dollars but I would willingly 
sit up all of one night to keep from 
losing a hundred dollars.” 
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SAYS J. M. Taylor, famed head of 
Taylors’ of California, about the 
smart fashions created in suede gar- 
ments: “With the trend of Spring 
colorings in suedes inclining to the 
beautiful, rich, smoky or dusky 
shades, the always important prob- 
lem of accessories becomes simpli- 
fied. For, in our opinion, such 
tones demand that the accessories 
be of the bright, lustrous patent 
leather. Patent leather combines 
the ever-sought fashionable effect of 
a dressy, yet sport-like appearance, 
which so effectively sets off the 
suede that is typically sport-like in 
its entirety. 

“Such contrasts will be featured 
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by the well groomed woman for 
both street and sportswear. It is be- 
coming increasingly evident that 
patent leather, which has been on 
the upgrade in popularity, will un- 
doubtedly be used in shoes and ac- 
cessories to a far greater extent 
than ever throughout the coming 
Spring and Summer.” 


SAUL COHN, president of the Na- 
tional Retail Dry Goods Association 
and president of City Stores Com- 
pany, says: 





“It has been remarked that in 
1939 retailing came of age. Retail- 
ing assumed more of the position of 
an industry than ever before. The 
arguments of seasoned retailers, 
presented in connection with creat- 
ing basic legislative policies, were 
treated with respect. Whenever Re- 
tailing was convinced that proposed 
bills in Federal or State Legisla- 
tures would needlessly attack or 








destroy purchasing power, they pre- 
sented their case in a factual and 
non-partisan way. 

“Tt is clear that in addition to the 
many duties that retailers perform, 
we have now reached a point in our 
complex civilization where the re- 
tailer must give a part of each day 
to an alert attention to the effect of 
legislation. Retailers must be uni- 
fied in each community in their ac- 
tive support of worthwhile legisla- 
tion, and on the other hand must 
resist laws which do not conserve 
the interests of the buying public. 
There is a big job ahead to clarify 
the rules and regulations of nu- 
merous boards and agencies, so as 
to make less costly and complicated 
the already involved machinery of 
distribution. 

“During the last decade, the 
everyday man acquired an 
awakened sense of alertness as to 
his rights. Failure to understand 
this is a failure in our leadership 
and in our public relations. The 
public has been taught that the 
value of real wages lies in how far 
dollars will go rather than in the 
amount of annual income. Cus- 
tomers want to know more about 
merchandise, and want to fix re- 
sponsibilities for the usefulness and 
durability of goods. Consumer edu- 
cation proceeds at a high pace.” 





THERE'S a big boom on the Swiss 
sample market these days. It pro- 
vides enly lean pickings for Swiss 
merchants, but every little bit helps 
in the drive to compensate for war- 
lost trade. 

The story is told of how a cus- 
toms guard decided the number of 
shoes for the left foot passing 
through his post was decidedly sus- 
picious. He got in touch with other 
guards who confirmed his suspi- 
cions by reporting large numbers of 
shoes similarly marked “samples” 
going through to the same address 
in Germany. “They are all for the 
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—Since the beginning of the present 
century, and within the life-time of 
many of us, we have seen the de- 
velopment of the automobile, the 
talking movie, the airplane, air- 
conditioning, the radio and numer- 
ous other marvelous contrivances 
which are today accepted as "a 
matter of fact" in our plan of life. 

—"New things and new uses for 
things” is the theme song of mod- 
ern industrial progress. 

—And how easily we become ac- 
customed to these new things and 
how difficult if would be to get 
along without them. 

—Only yesterday the silent movie 
was a thing to be marveled at, 
while today the “talkies” play to a 
weekly audience of 85,000,000. 

—In other words, the average Amer- 
ican takes in thirty-odd shows a 
year and the aggregate entrance 
fee is over $1 ,000,000,000. 

—A tidy sum even for this great shoe 
and leather industry of ours. 


SU. iawn 


President 





right foot,” the other guards re- 
ported. 

The guards keep on the alert not 
only for “samples” going to the 
same address but those going to 
the same city. Packages labeled 
“Samples—No Value” that contain 
other than footstuffs are particu- 
larly checked. 
€, E. COX, who travels the Denver 
West territory for the Conrad Shoe 
Company, says: 

“We are agreed that casual and 
sport types of shoes for men are 
being extra well received. In fact, 
this business, with its many new 
and novel features for more color- 
ful and more comfortable footwear 
is the one factor in making men buy 
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three pairs of shoes where they only 
bought one pair previously. Im- 
petus to rubber-soled footwear is 
provided by the new patented soles 
recently introduced. These soles 
provide talking points of great in- 
terest to the buyers of the better 
shoes. Crepe soles are apparently 
slipping in favor of the red air- 
wedge rubber soling. Red soles are 
outselling the greys and other colors 
by twenty to one. Buyers are plac- 
ing sizable orders on all kinds of 
casual and play shoes with the 
wedge rubber soles represented on 
nearly every pattern.” 
* 7 7 

BR AYMOND TWYEFFORT, crea- 
tor of new things sartorial in men’s 
dress, says: 

“If you want to be a success, 
plan a ‘Personality Wardrobe.’ 
American young men, who will be 
the leaders of tomorrow, should 
not dress like a lot of waffles out of 
the same waffle iron.” 

He recommends 10 per cent of a 
young man’s salary for clothing— 
his “Personality Asset Budget: 

“Many men do not realize the 
tremendous power and force of 
good dress, and it is pathetic to note 
so many brilliant men who do not 
look as good as they are. Women, 
on the other hand, realize the im- 
portance of making themselves at- 
tractive, and they are real philoso- 

















phers, for women spend 85 per cent 
of the retail dollar in the United 
States. 

“Good dress gives a man more 
ambition, more ego and morale and 
inspires confidence not only in him- 
self but transmits it to everybody 
about him. He is then a dynamic 
force and a magnetic power. It is 
about time, from a psychological 
point of view, that this undervalued 
appreciation of men’s dress should 
be corrected.” 

GLASS shoes, wooden shoes and 
fishskin blouses are being offered 
by the German war fashion indus- 
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try as the latest “ersatz” product 
for German women who because of 
drastically reduced clothes rations 


“have nothing to wear.” 
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The glass shoe is manufactured 
from non-splintering plexiglass, the 
heel being made of hard glass and 
the sole and top of flexible glass. Its 
inventors predict that the glass shoe 
will soon conquer the international 
fashion market. 

BROLF NUGENT, of the Russell 
Sage Foundation, New York City, 
says: 

“Those who have viewed with 
alarm the growth of consumer debt 
during the last few decades have 
generally minunderstood the true 
nature of this phenomenon. Unfor- 
tunately, the word ‘debt’ carries the 
wrong connotation. The individual 
items that make up the total amount 
of consumer credit at any one time 
do not generally represent promises 
to pay for a lot of dead horses. On 
the Contrary, most of the horses are 
very much alive, supplying trans- 
portation, refrigeration, and enter- 
tainment, or lightening the burden 
of housekeeping for the obligor. 

“But even after this explanation 
has been made, one can scarcely 
view current tendencies with entire 
equanimity. The number of agencies 
through which consumer credit is 
offered has been increasing daily. 
Hundreds of commercial banks 
have recently entered the field and 
are striving for volume in competi- 
tion with existing agencies. Compe- 
tition in credit selling has driven 
some merchants to give up long- 
established cash policies and others 
to convert their credit facilities into 
an active force for sales promotion. 
Advertisements of credit service 
have increased in quantity with an 
accompanying decline in quality, 
until one might think that a loan 
was a complete and final solution to 
the problem of limited incomes and 
insatiable wants and that install- 


ment payments were so easy that 
they paid themselves. Competi- 
tive pressure for further liberaliza- 
tion of terms, temporarily stayed by 
the violent recession of 1937-1938, 
has been renewed. 


“I do not wish to depart for a 
moment from the generalization 
that the great majority of con- 
sumers make good use of the credit 
facilities available to them. Most 
housewives manage the none-too- 
simple job of keeping outgo within 
modest incomes with all the skill 
of the professional comptroller. 
Nevertheless, the pressure of credit 
selling is taking an increasingly 
heavy social toll. The minority, 
who are unable to resist the lure of 
goods that can be acquired with 
little cash, who view too opti- 
mistically their ability to pay, or 
who have careful financial planning 
upset by circumstances beyond 
their control, are finding the after- 
math of easy payments far from 
easy. And a minority that is num- 
bered in hundreds of thousands, if 
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not in millions, cannot be neg- 


lected.” 


PAUL N. SWAFFIELD, advertis- 
ing manager—known to merchants 
as the man who helps them mer- 
chandise Hood footwear profitably, 
to Brown University alumni as one 
of the famous Iron Men of not too 
long ago, and to football fans 
throughout the East as the referee 
who calls em as he sees °em in many 
of the biggest games of the year- 
sure did figure in the historic clash 
between the football elevens of Bos- 
ton College and Clemson in the 
Cotton Bowl at Dallas, Texas. Yes, 
he refereed the game. Yes, he was 
the only Northerner who officiated. 
Which is some kind of a world’s 
record. 














"These house slippers you bought me are so comfortable and roomy, | don't even know I've 
got ‘em on.” 
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Fiattering Fit and Easy Adjustments, These are Two Neces- 
sary Shoe Requirements to the Average Woman. The Step- 
in and Pump Both Satisfy Her Desire for a Trim Looking 


Foot and a Shoe That Is Easy to Slip On and Off. 


Two Types 


of Elasticized Material Have Made Possible Many Variations 


on these Basic Silhouettes in Dressy. Tailored and Sport Types 


THE FIT’s 


EVERY time we snap an elastic band over a package 
or slip into our glove-fitting shoes with their elasticized 
adjustments we are grateful for the discovery of rubber 
and its application to the requirements of our busy mod- 
ern lives. Something that slips in place quickly and 
easily and stays in place firmly and comfortably—that 
is our conception of an ideal garment. And that is what 
goring and elasticized materials have done for shoes. 

A long history of experimentation lies back of both 
these developments. Modern goring with its superior 
durability is a far cry from the old-fashioned elasticized 
tape once used on shoes. Today we can be certain that 
any good goring lasts as long as the shoe itself. Im- 


provements in the use of goring have also been devel- 
oped in the past few years. Better ways of attaching it 
to the shoe have been discovered. Fit and comfort have 
been carefully studied. 

A style may be created through the use of goring 
that looks new and pretty, but if it is not practical and 


comfortable it does not last. Take, for instance, the 
sleeve gore of a few seasons ago. It made possible a 
very attractive style, but it did not insure perfect fit 
and was not practical in other ways. Few sleeve gores 
were used for a second season. 


CERTAIN areas of the foot are more sensitive than 
others. For some women the side gore—just off 
center—is the practical solution. Other women can 
wear goring in any position on the shoe. For them, 
there is a wide choice of styles. The sabot strap, made 
of a wide band of goring, gives a flattering line to the 
instep and a wonderful fit. Sandals made entirely of 
goring cling to the foot like a stocking. They make a 
real “bandage” for the foot and form an important 
part of the upper. 

There are many types of goring on the market— 
wide goring, even up to three inches, and narrow, deco- 
rative goring, with unusual weaves and interesting 
colors, or goring so perfectly matched to the leather 
that the shoe surface looks practically unbroken by a 
different material. Goring can be the dramatic high- 
light of the shoe style or it can hide its head, like a 


THE THING! 


Dainty gored pattern in kidskin from Julian 
& Kokenge. A similar high-riding silhouette 
could be made with elasticized forepart. 


by ELEANOR M. BUTLEDGE 


modest violet, under a bow or tongue or other decora- 
tive detail. It has made the trimmed pump an impor 
tant factor in the style picture. Just this small section 
of goring has given the pump a better and more com- 
fortable fit than it has ever achieved before in its his- 
tory. 

Two years ago, another kind of stretchable materia! 





BOOT anv SHOE RECORDER, February 10, 1940 


was launched on the shoe market. Elasticized upper 
material—both leather and fabric—is part of the same 
trend toward snug fit, easy and flattering adjustment. 
By emphasizing the practicality and beauty of glove- 
fitting shoes, elasticized shoes have created a greater 
demand for stepins and have thus been of benefit to 
shoe manufacturers, shoe merchants and the consuming 
public. Constant experimenting has shown where it 
can, and cannot, be used successfully. The spat type 
shoe and the V-throat pump—both using a combination 
of elasticized and unelasticized materials—are popular 
because they fit beautifully. Both are very comfortable 
and flatter the foot. Elasticized shoes in Summer pat- 


terns are opened up in several different places to make 
them cool and comfortable. 

For the first year there were many failures—due to 
inexperience—in elasticized patterns. They were often 
not at all comfortable. The rubber, used in wrong 
places, was hard on many feet. But in the past year 
these difficulties have been met and conquered by most 
manufacturers. 


EN short, both types of adjustment will continue to be 
important and to sell in large quantities as long as 
women like stepin patterns. And that, we think, should 
be as long as women wear shoes. 
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INTERESTING WINDOW IDEAS 
And TREATMENTS 


Attractive leisure and boudoir slipper 
window at the top of the page was 
planned by V. M. Curto of J. C. Penney 
Co., Lansing, Mich. Note how it stresses 
beauty and comfort, also gift appeal. 


Clever arrangement of casual types is 
seen in display of casual types by Saks 
—-Fifth Avenue, New York (right). 
“Bright shoes for your lighter mo- 
ments,” the display card calls them. 


Dramatized Displays That Catch 
and Hold the Roving Eyes of Custom- 
ers, Thereby Making Them Shoe—and 
Slipper—Conscious, with Extra Pairs 
et a Profit as the Ultimate Objectire 





Evening sandals for formal festivities 
and daytime or leisure styles for 
Southern wear play prominent roles 


in February footwear promotions. 


Right, a Bonwit Teller window fea- 
turing an exclusive series of evening 
slippers under the name “Stardust.” 
Simple but very effective in design. 


Novel display idea illustrated below 
was created by Ben Gladstein, dis- 
play manager for Stuart Brooks 
stores, and used in their largest Red 
Cross Store, 14th Street, New York. 








An interview with 


WILL S. ALLEN, proprietor Allen’s 
Smart Footwear, Portersville, Calif. 


What He Must Do to Keep 


Abreast of Big City Competition, 
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Stock No. 


Sprin 
Stock No. 
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as Told by a Shoe Man Whe 


Knows Both Sides of the Story 


BROING a successful retail shoe 
business in a small town is vastly 
different from operating in a big city, 
primarily because we must know 
our trade and their prospective wants 
much more intimately. One of the 
greatest assets of a small town re- 
tailer is to be favorably known lo- 
cally as a worker in service clubs, 
Chamber of Commerce activities and 
fraternal organizations. * 

Small towns today must have ex- 


(*Editor’s Note: Mr. Allen has re- 
cently finished a term as vice-presi- 
dent of the California State Elks and 
has also headed his local Elks, Cham- 
ber of Commerce and Rotary Club.) 


Ali White Hi-Heel Dress Shoes 


and Summer 1939 
All White Cuban Heel Shoes 


Original Buy on White and Size Ups 1939 


MUSTS For The 


cellent stores, excellent shoe fitters, 
known brands of merchandise and 
well balanced assortments of stocks. 
The day of the country store is gone, 
whether it be a grocery, hardware or 
shoe store. Modern methods must 
be used, else we will be lost in the 
maze. 

All stores must have some kind of 
a system for stock control, but no 
system is any better than the man 
who runs it. 

Believe me when | state that it 
takes keen merchandising ability to 
operate paying a shoe stock in a city 
of 5000 to 10,000. In the first place, 
a store must have the right styles, 
colors and sizes that will match the 


desires of its patrons. These styles 
must be in harmony with those 
shown in the larger cities and the 
sizes must be accurate. What people 
in a small community do not like in 
the way of style, they dislike 
wholeheartedly that price is 1! 
even a factor in endeavoring to move 
“buyers’ mistakes.” 

Proper fitting sizes are the vr: 
mainstay of a profit-making hove 
town shoe store. Our trade must be 
fitted absolutely right for we not 01!) 
live amongst our patrons day by (\v. 
but even hour by hour, it sees. 
People do not like to wait for a ««r- 
tain needed size; when they / ive 
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Spring and Summer 1939 
StockNo. All White Hi-Heel Dress Shoes 


Left from Original Buy and fill ins 


Spring and Summer 1939 


STock No. 


- 15} - 


Left from 


iginal Buy and fill ins 


All White Cuban Heel Shoes 


- - al 


Sept II th 1939 


SUCCESS RULES 
FOR 
SMALL TOWN KETAILERS 


There is no fancy panacea for the 
retail shoe business. Successful shoe 
retailing is just a case of matching 
together certain basic requirements. 

Sizes bought must match the com- 
munity’s needs. 

Intake of stock (deliveries) must 
match the outgo (sales) for the cash 
discounts obtained in meeting one’s 
obligations are where the real net 
profits of a business are hidden. Too 
many in the shoe business have no 
more idea of how they will pay for 
their ordered merchandise than a jack 
rabbit. 


Styles bought must match public 
acceptance in one’s own store. 

Store appearances must match 
stores in any locality anywhere, the 
public is that much traveled and ob- 
serving. 

Store service must match the kind- 
ly, friendly feeling one good neigh- 
bor delights in according another. 

The pride that a small town shoe 
retailer takes in his store, his mer- 
chandise selection and his assistants 
must match that of any great mer- 
chant anywhere. 


SMALL TOWN MERCHANT 


their buying clothes on they want and 
are entitled to immediate service 
from their shoe dealer. 

Composite size sheets of all pur- 
chases on a certain chartable group 
of shoes when compared with what is 
left over at the end of that season 
certainly makes for a clear under- 
understanding of one’s business ac- 
tivities. Nothing will open one’s 
eyes more than a thoroughly studied 
comparison of these composite size 
sheets. A group of styles offers a 
much clearer picture of a store’s sales 
action than can possibly be had from 
going over solitary stock number 


records. 


In making such a comparison, it 
is necessary to keep the various types 
and grades of shoes separated. Sepa- 
rate composite size sheets are made 
for the several types of Laird 
Schober, Florsheim, Red Cross, Para- 
mount and other lines. 

Figures on Chart No. 1 illustrate 
the original purchases and fill-ins on 
a group of all-white, high heel dress 
shoes. This shows a total purchase 
of 341 pairs during the season. Chart 
No. 2 shows the composite sizes left 
at the end of the season. A notation 
on these two filed sheets reads: “Did 
not have enough large sizes. Went 
too strong on the small end sizes.” 


In shoes of this type (those having 
a distinct fashion flare) about 50 per 
cent of the anticipated sales are 
make-ups, with the balance acquired 
from manufacturer’s in-stock depart- 
ments. 

Now let’s compare the foregoing 
with a group of all-white Cuban heel 
shoes in the same grade. Chart No. 
3 consists of many less stock num- 
bers. In this case, the sizes ran from 
6 to 10 on the AA and A’s; 5 to 10 
on the B’s and 5 to 9 on the C’s. Sizes 
left on hand as shown on chart No. 
4 are in fair proportion to those 
bought. In shoes of this type it is 

[TURN TO PAGE 37, PLEASE] 

















NOTES 





FROM PARIS... 


On Early Spring Styles 


EN Paris all eyes are turned toward Spring. Present 
conditions, tactfully dubbed “unsettled,” bring up many 
questions but provide few answers. What women will 
wear is one of the uncertainties involved with many an- 
other in the issues of the war. 

That tailored clothes will fill the majority of wartime 
social needs for Paris women is a safe conclusion. 
Tailored suits and ensembles in ordinary years cut a 
wide swath in the French capital in Spring. 

That military colors will carry on is more than like- 
ly. These include the grey-blue of the Royal Air Force 
uniform, the navy blue of French flyer and naval officer, 
the khaki shades, with variations from dark to light, of 
practically all the soldiers in the lines. 

Early editions of Spring town shoes, take good ac- 
count of the tailored aspect. In outline, and often in 
leather, they are sturdy types, with thick soles, bulky 


WHILE this Dispatch was on its way 
from our Paris correspondent, the 
Paris Collections have been having 
their Spring openings. Although 
tailored costumes—both suits and 
coat and dress ensembles—continue 
to be very important, the trend is 
toward more feminine styles, rather 
than adaptations of the military 
theme. It is probable that our next 
report on shoe fashions for later 
Spring and Summer will show more 
dainty, feminine patterns designed 
for wear with the costumes drama- 
tized in the recent openings. 


by 
ALICE MAXWELL APPO 
Paris Correspondent 





I. Spring sandal for country or 
resort wear, made of orange-col- 
ored rough box calf with platform 
sole in smooth violet box and low 
heel in natural wood. 
Cedric. 
2. New clog in black antelope 
combined with black patent leather. 
One of Cedric’s models for Spring. 
3. Stepin of brown antelope 
trimmed with'brown patent leather. 
An Enzel design with turnover 
tongue showing stitched-on motif 
in the brown patent. 
4. Louis Quinze period has been 
the influence in this Cedric model 
of black antelope with draped 
front in bib effect, square toe and 
typical heavy heel in black lizard. 
5%. Crepe-soled moccasin of rust 
colored reversed calf with welt of 
brown box. Type most in 
in Paris since war began. An 
| Enzel model. 


From 


Shoes for Resort Wear and Early Spring 
Tend to Sturdy Types with Bulky Low 
Heets and Thick Soles. Contrasting 
Colors Take the Lead for Wear with Grey 
Blase. Nary and Khaki-Colored Costumes 


and low heels, and trimming details few and entirely 
removed from “fussy.” Even fine antelope models con- 
form to these general principles. 

Leading leathers for “sturdy” types are box and re- 
versed calf, with color contrast the most unusual method 
of achieving a trimming effect. Self-color patent is the 
decorative note for antelope. Platform soles of one 


form or another are enormously important. with thick 
[TURN TO PAGE 43, PLEASE] 



















































White calf or kidskin or very light reptile 

as trimming, expecially on black or navy White accents in piqué ruffles, in lingerie blouses, 
shoes, should be an important promotion in hats and gloves, in flowers and jewelry, in trim- 
idea for your department this late Winter mings on black and navy shoes—these are head- 
and Spring. The black gabardine stepin line news in Spring fashions, stressed at the Paris 
trimmed with genuine water snake is a openings and in American promotions. NBC 
Magic Stride from Gregory & Read. The starlet, Frances Chaney, shows how charming and 
black linen shoe piped with white leather fresh a dark costume can be with the addition of 

is a Tru-Poise from Selby. a white frill and hat from Chez Claire. 


SAY IT WITH COLOR... 


Red—Up North, Down South, Out West and 
Way Down East—this is the color that 
flashes across the fashion scene right now 
in shoes and bags, hats and gloves and 
belts, and a dozen brilliant new cosmetic 
shades. It accents black and navy, grey 
and beige and brilliant prints, and will be 
lovely with Summer pastels and white. Navy 
and black shoes with red trimming have 
heen featured in style shows, as well as the 
all-over red shoe, shown here with match- 
ing handbag, both in draped kidskin and 
both from I. Miller. 


For softer accent with contrasting colors, 
Tan is a promotional color for costumes in 
grey, beige, the many new blues, pink and 
rose and green and yellow and violet—all 
part of the Spring color picture. No color 
is smarter or more attractive than the right 
shade of tan and it is a color your customer 
will welcome as a change from black and 
blue. It should be especially popular in 
low-heeled casual shoes but also has a place 
in dressier types as shown here. Shoe in 
Turftan calf from LaValle. Bag in gabar- 
dine trimmed with matching Turftan calf 
from Mestron La Rue. 





Te files 
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OUTLOOLM 


The Goose That Laid The Golden Egg 


A NEARBY store is going out of business. It has in its 
windows a sample of each of the shoes offered for final 
clearance. Certainly not less than 150 different types, 
styles, colors, treatments, etc. The collection is a weird 
and wonderful commentary on the bait that is put into 
store windows to make people bite. We have seen 
dozens of stores stage “Gone with the Wind” clearance 
sales of odds and ends and what-nots; and it looks as 
though general housecleaning was in order. 

It certainly is a good thing for merchants to clean 
shop. But this season’s sweepings indicate one of two 
things: buying small lots to sweeten a window or run- 
ning a business on the millinery plan based on the as- 
sumption: “You never can tell what they'll like.” Of 
sizes—what are sizes in short orders? 

A study of the types of clearance shoes, carefully 
made over the past four weeks, indicates also a lot of 
gingerbread imitations of what once might have been a 
true style and which has been lost through pull-over 
peddling. 

Many a good style dies a-borning because of a timid 
approach: 


“For of all sad words of tongue or pen, 
The saddest of these: ‘It might have been.’ ” (Whittier) 


The smallest order we ever heard about was one- 
twelfth of a dozen pairs for window trial. And if the 
policy of playing the game “When in doubt tickle them 
with trials” continues to be the way of the city merchant, 
then we are surely heading into something different in 
styling in the future. What this country needs at the 
moment is a strong wind in the direction of one good 
pattern, acceptable to millions . . . something new, 
bought in sizes and sold with enthusiasm. 

It seems that everywhere we go someone is saying: 
“What's the big thing for late Spring?” “What will be 
best for Summer?” Well, the “best bet” philosophy of 
selling isn’t functioning as it used to. Maybe we are 
in a predicament of being an industry at retail 
with so many styles that nothing has any style. 
Maybe we are at the moment without any major style 
leadership. What men are groping for is a new pattern 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


because it is obvious that materials, colors and what 
making technique to use is secondary to the big play. 

Is there something missing in the styling of such 
masterpieces as eventually sweep the nation? Here’s a 
note of alarm sounded in the creative canyons of New 
York by Elizabeth Hawes this week: “I think expensive 
custom establishments such as Hawes, Inc., will ulti- 
mately become laboratories for mass production or will 
disappear altogether.” There’s a startling indication of 
class-mass thinking. Do you remember the saying in 
Brooklyn: “If you make for the classes you live with 
the masses. But if you make for the masses you can 
live with the classes.” This class-mass thinking is dis- 
quieting, following as it does the discontinuance of the 
Shoe Fashion Guild as a design registration association, 
and the virtual collapse of a number of small factories 
manufacturing custom-made footwear. Maybe design 
protection is impossible, legally, because there are no 
morals in style. Also the short-order method may have 
killed the goose that laid the golden egg. 

One of the most successful shoe manufacturers in the 
West said to us in January: “I think the time has come 
to do something to encourage the creators of real style 
in footwear. In our business we are not conceited 
enough to believe that we originate. What we actually 
do is follow the trend. I stand ready to spend $5,000 
to encourage practical origination and it must come out 
of a man in a business, engaged in actual trade in the 
high quality field.” 

True art in footwear is difficult to conceive and ver) 
easy to recognize. There is evidently a crying need for 
it—if selling is to be fertilized by new patterns and 
new ideas. Several prominent shoe men have gone 
abroad, despite the war hazards, to see if a refreshment 
of fashion is to be found in Paris. Fashion broadcast- 
from Paris indicate a desire to bring back the “gentle- 
woman” fashions. Fashion is now an escape from 
reality. Short ordering is the merchant’s escape. 
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SHOES FOR MEN 








_ FAMOUS NAME in shoes is now setting a fast pace in 


its second big year. 
More than 2,000 retailers are going to display the famous red and 


blue Roblee sign in their windows this spring from coast to coast. 

Roblee national magazine advertising for the big spring season 
starts next month. 

Roblee again gives you important selling features—the Tread Straight 
and Air Step construction. 

Roblee styles are even better and there are more of them. Remember, 


Easter is early this year, but there’s still time to get Roblee Shoes for your 


Rn ie wil Se weaning them. Dire Pann Gompansy 


United Men's Division 


Manufdcturers, St. Louis 
- s 
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BELIEVES BUYER’S 





ss 





Children’s shoe department in the well-known 
Brooklyn department store of Frederick Loeser 
& Company. 


AT a time when many buyers of children’s shoes as 
well as collective retail reports indicated that figures 
were below expectations, we noted a good steady trade 
in the juvenile department at Frederick Loeser & Com- 
pany, Brooklyn. When we met Mrs. M. Unger, the 
buyer—and one is likely to encounter her if he wanders 
around in this section because she believes the chief 
function of a buyer is to know what customers want— 
her quiet confidence confirmed the impression that the 
department was ahead and not frantically trying to re- 
coup for Fall losses. 

This observation was borne out by what we learned 
when we had an interview with Mrs. Unger. Seasonal 
trade in boudoir slippers was quite sagisfactory. Figures 
on patent leather pumps and spectator models in suede, 
moreover, held up well all through December. It is 
hardly irrelevant to remark in this connection that here 
is a buyer who should know what constitutes “a nice 
business” inasmuch as she has been known to roll up 
half a million dollar business in boudoir slippers and 
rubber footwear for a large Manhattan department 


store. 





ON THE 
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PLACE 
FLOOR 





Mrs. M. Unger, Children’s Shoe Buyer for 
Frederick Loeser & Company, Brookign, 
Believes Knowing What Customers Want. 


Plus Functions of Department Manager. 


More Important than Being a Market Scout 


It is a conviction with Mrs. Unger that the oppor- 
tunity for increasing sales in a department is almost in 
exact ratio to the buyer’s activity on the floor. As she 
looks back over her wide experience and considers her 
present job of directing the juvenile shoe departments of 
Frederick Loeser & Company’s two stores—Brooklyn 
and Garden City respectively—she can say that wher- 
ever she has been in charge, she has been able to in- 
crease sales. Mrs. Unger agrees with the merchandising 
authority who pointed out that the average department 
store loses enough customers not waited upon or effi- 
ciently handled to afford a substantial business for 
nearby small stores. 

When this modest but assured buyer says: “I spend a 
great deal of time on the floor,” more lies behind her 
remark than the simple words imply. Therein lies the 

[TURN TO PAGE 43, PLEASE | 
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SIMPLE [couEER 


QUESTIONS i 
AND ANSWERS _/; 


FOR THE SHOE MERCHANT WHO 


MORE 


WANTS TO MAKE, MONEY. . . 


You're looking for more profits. You'll 
find them exactly where thousands of alert 
shoe merchants are finding them—in 
Dr. Scholl’s Arch Supports. Read these 
questions and answers and learn why... 





























Xe Is there a NEED for Dr. Scholl's Arch Supports ? 
Ae Probably 1 out of every 4 adults in your community 
has weak arches. That is about the national average. 
Qo Are Dr. Scholl’s Arch Supports in demand ? 

Ae Advertising plus physicians’ prescriptions give you 
the demand. 

Q. What is done to build business for the retailer ? 


Ae Dr. Scholl's advertising in 17 leading magazines 
reaches nearly 25,000,000 readers every month—and over 
150,000 physicians are influenced through our messages - 
in the ethical press. 

eo what is the keynote of this advertising ? 


Ae Individualized support. Dr. Scholl's Arch Supports * 
are effective because they are adjusted to each customer's 
individual needs—they give results impossible with ready- 
made so-called “arch support” shoes which are made with 
one standard elevation to meet a// conditions. 

Q. Is there a good mark-up? 

As Excellent. Dr. Scholl’s Anterior Metatarsal Arch 
Supports, for example, cost you $2.50, retail for $5.00. 


Q. Is a big inventory necessary ? 
: ’ aching feet, 
Ae No—only a small fraction of the investment neces- : : ak arches, * 


sary to stock so-called “arch support” shoes. aati rei : 


Q. What is the way to get started ? 
Ae Write for complete catalog to... 


THE SCHOLL MFG. CO., Inc. 
Maker of Dr.Scholl’s FOOT COMFORT Appliances and Remedies for All Foot Troubles 


213 W. SCHILLER ST., CHICAGO 62 W. 14th ST., NEW YORK CITY 
112 ADELAIDE ST., E., TORONTO, CANADA 


LARGEST INSTITUTION OF ITS KIND IN THE WORLD 
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Rolling Stock 


The new Field & Flint Shoe Store 
at 417 Lexington Avenue, New York 
City, has an interesting arrangement 
to display shoes to the customer 
seated before the fitting stool. 

It consists of a two shelf display 
rack mounted on casters. When a 
customer sits down and can’t quite 
decide which model he wants, instead 
of running back and forth to the 
stockroom, picking out models at ran- 
dom, all the salesman has to do is to 
roll up the display of Field & Flint 
latest models for the customer to 
make his choice. 

* _ * 


Reminder 


Here’s a little card to hand to the 
customer who seems enthusiastic 
about a certain pair of shoes, but just 
can’t see his way clear at the time 
to make the purchase. 

On the card the salesman can jot 
down the style of the shoes liked best, 
correct size and price as well as tele- 
phone number. On the other side of 
the card is printed the name and ad- 
dress of the store and the name of 
the salesman who is doing the good 
deed. This card will be an effective 
reminder for the customer as well as 
a check of the particular shoe he is 
interested in seeing again. 






ps 





With Our Appreciations 


The effectiveness of free lace dis- 
tribution as a follow-up advertising 
proposition has been greatly in- 
creased at Buck’s Booterie, Hastings, 
Nebraska, with the aid of a personal- 
ized letter which utilizes a good-will 
appeal and stresses the store’s size 
record system. 

Since it would be impossible and 
impractical to use a personal letter 
in every case, manager E. A. Cuda 
uses a form having blank spaces for 
personalized fill-ins—the name of the 
shoes sold and the brand covered in 
a style bulletin which is sent along 
with the laces and the letter. Here 
is the text of the letter: 

Dear Sir: 

It was our pleasure just two months 
ago to fit you to a pair of our 
shoes. We hope you have found these 
shoes comfortable and giving you real 
service. 

It has occurred to us that the laces in 
your shoes have become worn. Please 
accept the enclosed pair of laces with our 
very best compliments. 

We are also enclosing a copy of our 
newest————style bulletin showing 
popular styles of the season. 

ing you cordially for your pa 
tronage and assuring you of our appre- 
ciation of your favors, we are, 

Very truly yours, 
Buck’s Booterie 

P.S.: We have a record of your exact 
size if you wish to order by mail or tele- 
phone. 











Correct Size. 


Thank you for the privilege of 
showing you our Shoes. 


Style of Shoe liked best: No. —--- —__ 


Price 





Our Telephone number is 











BS 


pas 





The record cards are date filed so 
that they will come up just in time 
for reaching the customer with a let- 
ter exactly two months from date of 
the purchase. Manager E. A. Cuda 
says that after two months the first 
pair is likely to be worn and conse- 
quently the replacement is _particu- 
larly appreciated. 

“There’s no other form of adver- 
tising that we’ve ever found to com- 
pare with this follow-up,” says Mr. 
Cuda. “People really seem to appre- 
ciate the laces. I’ve actually had cus- 
tomer after customer stop me on the 
street and thank me for them.” 

_ * +. 
Nine Miniature Windows 


Along the side wall of the Stetson 
Shoe Store at 5th Avenue and 36th 
Street, New York City, are three large 
windows. Not only are these windows 
large, but like many side windows, 
they are also shallow. To make an 
effective arrangement, they have 
blacked out each of the windows, that 
is all except for three rectangles 
along the center line of each, thus 
creating three miniature windows 
These miniatures are 2 feet wide and 
3 feet high and 1 foot deep. A gold 
border frames each. A pair of shoes 
and possibly a pair of matching hose 
is displayed in each of the windows. 
Nine windows—nine pairs of shoes 
that’s all. And the customer has to 
stop to look at each pair of shoes and 
can’t give them a quick glance as she 
passes by as in the case of a large 
window with a dozen pairs of shoes 
on display. 

* * # 


Seeing Double 


“It’s all done with mirrors,” migh' 
well be the title of the attractive win 
dow display of the Ground Grippe: 
Shoe Store, 33 West 46th Street, New 
York City. 

A mirror is set up in the back o 















| 
i 
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BEST IDEA OF THE WEEK 
WALKING ON INVISIBLE HEELS 
(Stetson Shoe Shop, 5th Avenue at 36th Street, New York City) 


O. P. Ideator—“T've been hearing rumors around 
town about a beautiful new glass-heeled shoe that you 
are promoting so I dropped over to see myself if it’s 
true.” 


Mr. Fred Pike—“You're right and you're wrong 
We've just put them on the market but the heels 
aren’t made of glass, they’re made of a plastic mate- 
rial that looks like glass but is a good deal stronger.” 


O. P. Ideator—“Is the public interested in glass 
heels or translucent heels to be more correct?” 


Mr. Pike—“The feminine public is always inter- 
ested in something different, especially if it makes 
their feet look more beautiful and delicate. So far 
we have found the public very enthusiastic about these 
new heels. We have had them in the window for a 
week or so and have sold a number of pairs. With that 


Mr. Pike—*“Not so far. With every sale we tell the 
customer that we do not guarantee the heel against 
breakage, but we have not lost a sale on that account 
as yet. In fact with all their appearance of daintiness 
they are very tough and hard to scuff.” 


O. P. Ideator—“I should think that this type of 
heel would go very well in an evening slipper?” 


Mr. Pike-—“It has been tried by several makers of 
evening shoes with good success, but I believe that 
we are one of the first to try this heel on a dressy 
afternoon shoe. You will notice that vertical holes 
have been cut inside the heel to give a fluted effect.” 


O. P. Ideator—“Yes, it gives the heel the long lines 
of a skyscraper and tends to make the heel appear 
taller than it actually is. And with the translucence 
of the heel I should think that at a distance of twenty 
feet you’d think that a woman was actually walking 


heel?” 





trial we are now branching out with a newspaper ad.” 


O. P. Ideator—“Has the public shown any uneasi- 
ness as to the durability of such a fragile looking 


on invisible heels.’ 


Mr. Pike—“I agree with you and if our feminine 
customers look at them along the same lines, we 
should sell a goodly number of ‘Magic Heels’.” 








each window. The mirrors are about 
4 feet wide and about 18 inches high. 
They are set vertically in attractive 
pedestals an inch or two above the 
floor of the window. 

Have you ever noticed that when a 
retailer is dressing a window, he usu- 
ally puts the most attractive models in 
the front of the window or on pedes- 
tals up near the shopper’s eye? Shoes 
in the background are often just to 
fill up the available space. The real 
beauty of these mirrors is that they 
focus attention on the shoes in the 
back of the window so that all shoes 
in the display have equal eye-appeal. 

_ aan * 


Periodic Check-Up 


Regular telephone follow-ups of 
old customers have brought excellent 
results to the shoe department of 


Hovland-Swanson, popular Lincoln, 
Nebraska, apparel shop. Having ex- 
perimented with a variety of customer 
follow-up mediums, including all sorts 
of expensive direct mail pieces, buyer 
G. E. McLaird is convinced that tele- 
phone contacts bring better results 
than anything else. 

Their follow-up system is based on 
the maintenance of an unusually com- 
plete customer purchase file which 
shows in detail the dates of purchases 
and the merchandise sold in each case. 
With this information the buyer or 
salesman making telephone contacts 





Walk on thin air in 














Our Mirage Heels 


At six poces your heels disappear. leeving you 
belanced on your toos . . . lightdected in our 
spring sandals of patent leather with grey suede 
beige suede of scarlet kid trimming. With afl thew 
fragile look plestic heels are sturdy. bard te 
cult We think they're very sensible lentesy 

and weve termed te bring them 
te you of thie down-to-earth Stetsonetie’ price 


*Made only jor and sold only by Seton 





tematic STETSON SHOE SHOP = 


The Stetson Shoe Shop’s contribu- 
tion to footwear magic—invisible 





are able to make each one strictly 
personal. 

The telephone cortacts are always 
made supposedly as a means of de- 
termining customer satisfaction with 
the last purchase. The caller intro- 
duces himself to the customer as the 
man who sold her a pair of such-and- 
such shoes at such-and-such a_ time, 
goes on to explain that he just hap- 
pened to think of her and wanted to 
be sure the shoes were giving her 
comfort and satisfaction in every 
way. After getting an assurance that 
the last shoes are satisfactory, he 
goes on to mention some new style, a 
special event coming up or in some 
way to suggest a return visit to the 
store. Excellent results have been ob- 
tained from this form of repeat busi- 
ness. 

Each salesman makes his own indi- 
vidual follow-up calls during his 
spare time. The first contact is 
usually made from two to three 
months after the first sale. 

In addition jo keeping the depart- 
ment in the customer’s mind, the 
follow-up plan anticipates possible 
complaints before they become too 
serious. If, for any reason at all, a 
customer hasn’t been thoroughly satis- 
fied, the salesman learns of the dif- 
ficulty before it has had a chance to 
cause permanent dissatisfaction and 
the loss of trade. 











Nucleus of the new Chicago retail shoe group which was formed at a luncheon meeting in honor of Carl E. Burgstahler, 
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newly elected president of the N.S.R.A. Rear row reading from left to right: A. F. Martin, Martin and Martin; Lee 
Thompson, Carson Pirie Scott & Co.; Arthur Clarke, Chas. A. Stevens & Co.; Charles Feldman; E. J. Fanning; William 
Gibbs, Jr.. Marshall Field & Co.; Frank Cox, Stetson’s; Reuben C. Metz. Front Row—Carl Fliesbach, Walk-Over; Mr. 





A CHICAGO retail shoe group, which will hold in- 
formal meetings regularly each month, has been formed. 
The new group was born Jan. 30 at a luncheon meet- 
ing at the Palmer House, given by a number of promi- 
nent Chicago shoe retailers for Carl E. Burgstahler, 
head of F. E. Foster Co., in honor of his recent elec- 
tion as president of the National Shoe Retailers Asso- 
ciation. 

A number of the men attending the meeting were 
members of the old Chicago Shoe Retailers Association, 
which disbanded a number of years ago. Because those 
attending so enjoyed renewing their old friendships 
and being able to discuss the shoe business informally 
and on a friendly basis with their colleagues, the en- 
thusiasm for the new group was unanimous. Mr. Burg- 
stahler was selected as chairman and hailed as “the 
ideal man for the job” in the opinion of all present. 

Most of the meeting was devoted to short talks by 
the retailers congratulating Mr. Burgstahler on his elec- 
tion and also commenting on the progress of the shoe 
industry. Otto Hassel spoke at some length on the 
growth of the industry and emphasized the growing 
cooperation not only between manufacturer and retailer 
but also between retailer and consumer. Reuben C. 


Metz, of Metz Shoes, as chairman of the meeting was 
master of ceremonies. 


Burgstahler, Otto Hassel, and John Spalo, of The Hub. 
Chieago Retail Shoe Group Formed 


Develops Out of Luncheon Meeting Held at Palmer House 
January 30, to Honor Carl E. Burgstahler on His Elec- 
tion to Presidency of National Shoe Retailers Association 












Mr. Burgstahler spoke of the importance of the 
N.S.R.A., the value of its service and growth of its 
membership. He predicted that this growth would be 
even greater during the coming year. 


BREGARDING the newly formed retail group, Mr. 
Burgstahler emphasized the point that it would not be a 
formal organization, that there would be no dues, no 
by-laws and no regulations. He stated: “With Chicago 
as the home of the National Shoe Fair becoming more 
and more of a focal point in the shoe industry, it cer- 
tainly seems fitting that we have some way of assem- 
bling leading local retailers. Most of us are happy at 
the chance to get together now and again just to chat 
about shoes in general.” 

Two telegrams of best wishes, one from Arthur D. 
Anderson, editor of the Boot anp SHve Recorper, and 
one from Nathan Hack, of Detroit, were read at the 
meeting. 

Those present were Mr. Hassel, A. F. Martin; Car! 
Fliesbach, of Walk-Over; John Spalo, of the Hub: 
Arthur Clarke of Charles A. Stevens & Co.; Lee Thomp 
son, of Carson Pirie Scott & Co.; William Gibbs, Jr 
of Marshall Field & Co.; Charles Feldman; Frank Cox 
Stetson’s; Reuben C. Metz and E. J. Fanning. 
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IMPORTANT SPRING. 
BROWN IN GLAZED 
KID AND MARACAIN 


Hot Chocolate is a light, soft, mellow brown. It 
adds flavor to black. It is a rich contrast with dark 
blues. It is the natural and perfect affinity to aie 
costumes which are so important, and for taupe, 
khaki and beige shades. For after-Easter, it should 
be developed in glazed kid and Maracain 
in sandalized patterns to promote with all 


pastel colors and white. 


ew (Crash [ e OO ion A [ re Xd Com ipa ny 





100 


old Street, New York City 
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Decorated in bright Cali- 
fornia colors with com- 
fortable fitting chairs, wall- 
towall carpeting and 
plenty of natural daylight 
from an overhead transom, 
this store is a pleasing 
place to select footwear 
for both men and women. 


SHOES IN THE FAMILY STORE 


W hat They Can Contribute to the Building of 
the Business and What It Takes to Make Them 
a Real Factor in Sales and Profits 


MIEN’S shoes are a definite factor in building business 
in a family shoe store, when— 

Men will buy shoes in a store where women and 
children are being served, if— 

Men are a positive influence in bringing women and 
children to a shoe store, because— 

When they find they can be served with the shoes 
they like, at a moderate price and in the manner in 
which they like to be treated. 

If they have a special section set apart for them which 

Above: The Howe Shoe Store in San is entirely away from the rest of the store. Men object 
to buying shoes with women, much more than women 
[TURN TO PAGE 45, PLEASE | 
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pe re ' ae OO snappy footwear. 


ay xcept the Sizes” 


eerie Mannish E 


“Everything Mannish FIELD and FLINT CO. 


mi u 
Except the Sizes Brockton MASSACHUSETTS 
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Watch the headlines for News! 
Watch the Toe-lines for Celastic ! . 


A growing number of men’s manufacturers look to Celastic 

for the careful reproduction of last-lines, and for comfort a 
and style. @ In each matched pair there is the constant reflec- gto 
tion of quality that makes Celastic the last word in box toes. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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National News 





1939 Shoe Production Sets New Record 


Total of 419,088,225 Produced in United States According 
to Official Tabulation by Census Bureau 


WASHINGTON, D. C. — Figures re- 
leased by Director William L. Austin, 
Bureau of the Census, Department of 
Commerce, on January 31, report a 
record production of boots, shoes, and 
slippers, other than rubber, for 1939 
of 419,088,225 pairs. This is an in- 
crease of approximately 28 million 





High and low cut boots and shoes (leather), total 


Youths’ and boys 
Women’s 
Misses’ and children’s 
Infants’ 
Athletic 
Part-leather and part-fabric 
All-fabric (satin, canvas, etc.)* 


Slippers and moccasions for house wear, total 


All-leather 


Part-leather, felt, etc. ........... 


All other footwear’ 


ee 


pairs over the 1938 production of 390,- 
746,226 pairs and an increase of 4 mil- 
lion pairs over’ the previous record of 
415,227,000 pairs in 1936. 

The production of boots shoes, and 
slippers, other than rubber, for the 
twelve month period Jan.-Dec. 1939 is 
broken down by classes as follows: 


352,783,249 


76,265,380 
27,290,617 
17,030,300 
164,920,276 
43,689,904 
23,586,772 
3,784,154 
7,114,781 
4,975,707 
44,754,410 
13,280,217 
31,474,193 
5,675,924 


' Excludes footwear with fabric uppers and rubber soles. 
* Includes barefoot sandals, beach sandals, theatrical footwear, and other footwear not 


distributed as to kind. 





This production of 419 million pairs is divided among 877 factories distributed 
by states as follows: 


State 
United States 
Illinois 
Maine 
Massachusetts 
Missouri 
New Hampshire 


Ohio 





Factories 
Represented Production 
December 1939 Jan.-Dec. 1939 

877 419,088,225 

57 31,342,216 

49 28,115,296 

229 80,124,164 

59 48,496,404 

62 37,843,933 

146 71,767,159 

28 16,763,882 

79 32,275,599 

50 16,665,244 

118 55,694,328 


N.Y.S.R.A. Officers 
To Meet February 19 


ROcHESTER, N. Y. — Sixty-six di- 
rectors of the New York State Shoe 
Retailers Association, including officers, 
are expected at its mid-winter meeting 
to be held in Syracuse at the Hotel 
Syracuse February 19. 

President Ernest R. Park set the 
date definitely and Secretary Harry A. 
Chase then sent out the letters calling 
them to attend. 

At the same time it was announced 
that the date for the annual convention 
has been set for Sunday and Monday, 
June 16 and 17. It will also be at Hotel 
Syracuse. 

This will be the first time a two-day 
convention instead of three is scheduled 
to be held, with June replacing Sep- 
tember as the time for it, and Syracuse 
the central location in which future 
state conventions are to be held. 


L. A. Helters Takes Over 
N. E. Territory 


Lima, On10—L. A. (Amby) Holters 
has recently taken over the New Eng- 
land territory of the Lima Cord Sole 
and Heel Company, of this city, ac- 
cording to a recent announcement by 
Alfred A. Curtis, vice-president and 
general manager of the company. Mr. 
Holters takes over the territory for- 
merly covered by B. A. Young. 

Well known in the shoe trade, Mr. 
Holters has a background of many 
years in the industry, both as a manu- 
facturer and distributor. Previous to 
taking over the New England terri- 
tory, he carried on an extensive promo- 
tional program for the company for 
the past year to the large industrial 
plants throughout the country. 

Mr. Holters will maintain headquar- 
ters in Boston, traveling from there 
through the New England States. 





Well-known figures at each Buffalo showing are, left to right: Oliver 
LaReau, secretary of the Buffalo Shoe Retailers Association 
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Business Volume Good at Buffalo Show 


3; E. GC. Krug, 


Diamond Shoe Co.; R. J. Crombach, Hood Rubber Co.; M. Yoder, John 
Pilling Shoe Co., and Harry Fs Deters, business manager of the Buffalo 


« 


BurraLo, N. Y.—The up and coming 
trend in the shoe business was re- 
flected in the satisfactory volume of 
orders written during the Buffalo 
Shoe Style Show, January 28 and 29, 
at the Hotel Statler which, the general 
opinion of exhibitors indicated, met 
their expectations on the whole and 
in some individual cases, surpassed 
estimates made prior to the opening. 

Retailers were late in getting to the 
city because of weather delays on the 
highways to those who motored to the 
city and as a result the first morning 
of the show was disappointing. The 
morning’s slack, however, was fully 
compensated during the afternoon 
when salesmen had difficulty at times 
in serving their customers from Buf- 
falo and from distant points in the 
state, exclusive of the Metropolitan 
area. Buying continued far into the 
evening. On the second day, the de- 
partment store buyers, both locally and 
from out of town, appeared in con- 
siderable force. 

The show proved so successful that 
a-unanimous decision was taken at a 
meeting on the second day to hold a 
White Shoe and Summer Shoe show on 
April 14 and 15, the place to be an- 
nounced later. There is considerable 
sentiment for holding the next show at 
the Hotel Lafayette. 

The shoes exhibited reflected a grad- 
ing up in values all along the line. 
In women’s shoes, for immediate de- 
livery, about 80 per cent of the prefer- 
ence favored blacks, about 15.per cent 
blue and the balance beige, wine and 
cognac colors. The last named colors, 
the dealers said, would move to the 
head of the list with the advent of 
warmer weather. All-over patents and 
patent leathers trimmed in gabardine 
saw some volume. 

In men’s shoes, two-tone effects 
proved popular, also heavy red rubber 
soles in the sport types. Some slack- 
type models with leather soles were 


Association. 


shown as well as light-weight antiques 
and woven leather creations. Cork- 
tread, instead of crepe soles, won con- 
siderable favor. 

Louis Rubin, chairman of the show, 
said: 

“I think everybody is satisfied with 
the showing in orders they made at 
this exhibition. The gratifying part of 
each succeeding show, to me at least, 
is the large number of retailers who 
ean be relied upon to appear every 
time we hold one. In fact, that is one of 
the best signs of the times—the desire 
of the shoe retailer to see at first hand 
the new styles and adjust his stock to 
~ current merchandising needs of the 

lay.” 


Michigan Travelers to 


Resume Showings 
Detroit, MicH.—The Michigan Shoe 


Travelers Club is to resume its regular’ 


monthly showing February 12 and 13 
on the fourteenth floor of the Hotel 
Statler, Detroit. All lines previously 
shown at the Statler Hotel will be there 
again with the addition of a number of 
new lines, according to Sam Kane, in 
charge of publicity. 

Mr. Kane says, “We are looking for- 
ward to seeing a large crowd at our 
opening showing owing to the fact that 
many retailers have postponed their 
Spring buying until now.” 

Mr. Kane has been appointed to take 
charge of arrangements for the show, 
assisted by Herman Schwartz. 


To Move to Larger Store 


MILWAUKEE, Wis.—Ray P. Deutsch, 
dealer in children’s shoes and located 
at 615 N. Milwaukee St. for the past 
three years, will move in March to 
larger quarters on the first floor of the 
MeGeoch Bldg. The move has been 
necessitated by increased business. 


Charles Sigars Heads 
Enid Shoe Group 


ENw, OKkLA.—Charles Sigars was 
elected to the presidency of the recently 
formed Enid organization of shoe men 
at a meeting held January 31 at the 
Hotel Youngblood. - Twenty-five shoe 
men, representing almost every firm in 
Enid, were present. 

At the meeting a constitution and 
by-laws were adopted, and it was de- 
cided to hold meetings the first and 
third Wednesdays of each month. Ac- 
cording to a statement in the constitu- 
tion, the purpose of the organization 
is to “improve the fitting service to 
the customer, to elevate the standard 
of shoe men, to study and research the 
various fields connected with the shoe 
industry, for the improvement of its 
members, and to engage in social func- 
tions and any other activities, that ma) 
be for the mutual welfare and benefi' 
of its members.” 

Other officers elected are: R. H 
Gann, first vice-president; Lowell Bond 
second vice-president; Bert Jones, sec 
retary; Bill Gamble, treasurer. Arthu: 
Phillips, J. P. Price, Ed Hurd and Fen 
ton Goble were elected to the board o! 
governors. 


Burt Eastman with Joyce 


PASADENA, CALIF.—Burt Eastman is 
now connected with Joyce, Inc., in a 
manufacturing executive capacity, hav- 
ing resigned his position as shoe buye: 
for Neiman-Marcus, Dallas, Texas. Mr. 
Eastman brings with him a wealth of 
practical shoe merchandising and sho: 
designing experience. During the man) 
years he was connected with the very 
fine Neiman-Marcus organization, he 
earned the reputation of being one of 
the topnotch shoe fashion buyers and 
creators of the country. 


Rice Reorganizes 
Famous-Barr Shoe Setup 


Str. Louis, Mo— Marcus Rice, divi- 
sional merchandise manager at Fam- 
cus Barr Co., here, has reorganized his 
activities in handling shoes, leathe: 
goods, jewelry and silverware in order 
te devote more time to the direction of 
the vast shoe departments at the store. 

Mr. Rice has made a new assignment 
of duties with regard to the buying in 
the various departments of shoes in the 
store. The new plan will have the fol- 
lowing men acting as buyers for the 
named departments: Will Michaels, w0- 
men’s shoes in the line of $8.75 and up; 
Oscar Kornblatt, Surety Six Foot- 
savers,- Red Cross and Dr. Locke; 
Philip Wolff, Paragon Shoe Shop; 
Harold Parsons, Sorority House; James 
Longerai, Younger Generation. 

Mr. Rice will also direct the buy ng 
duties of all the departments named, 
following the resignation of Mau) ice 
Yoskin, effective February 1, as v0 
men’s shoe buyer. 
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Black and White Interest 
In South 


MraAMI, FLA. — His early prediction 
that white and black would be im- 
portant this season has been fulfilled, 
says Jack L. Dannerhirsch, shoe buyer 
for Richards, formerly the Mark Store. 
White with black trim has been an out- 
standing shoe; blue and brown are also 
excellent combined with white. It is a 
white season as usual in Miami, and 70 
per cent of sales volume is in white. 
However there is a lot of high color 
seen. Multi doe continues to be active; 
there seems to be always a place in a 
resort wardrobe for a multicolor shoe 
says Mr. Dannerhirsch. The interest 
in colored play shoes is very big, he 
continued. These shoes for the most 
part reflect the desire for high color 
and for novelty soles. The wedgie is 
leading everything and is in steady de- 
mand. This refers to the high wedge; 
there is not so much activity in the low 
wedge this season. 

There is increased interest in patents; 
both black and blue in combination with 
kid. 

Interest in “Wedgies” 

Boston, Mass.—‘“Interest in ‘wed- 
gies’ is increasing, and higher fronts 
compensate for the apparent bulkiness 
of the heel, and make for better fitting 
adjustment,” according to a style fore- 
east just issued by the American Hide 
and Leather Company of this city. 

“In more formal types of Spring 
footwear,” continues the forecast, 
“smaller toe openings appear, with con- 
siderable interest centered on vamp 
openings created by strap, lattice or 
ladder effects, adorned with contrast- 
ing stitchings. Latticed vamps with 
lateral strips of goring aid in proper 
fitting. Leather bows range from se- 
verely tailored to bandana tie effects. 
Tailored pumps and step-ins are in 
Yogue on wall and regular toe lasts.” 

This forecast is published on the last 
page of a striking four-page folder well 
illustrated with drawings of the shoe 
types discussed in the forecast, and in- 
eludes a mention of the popular leathers 
for which this company is noted. 


Reports Business Pickups 
For January 


Derroit, Micu. — “Every Nisley 
store in Detroit showed a considerable 
increase in sales volume for January 
1940 over January of last year,” de- 
dared Spencer S. Scheideman, super- 
visor in charge of Detroit stores. He 
continued, “We were fortunate in re- 
eéiving our Spring styles at an early 
date and therefore had new shoes to 
show to the public when ordinarily we 
would be in the dull season, with a 
depleted stock. That is why we have 
done what I think is a remarkable busi- 
hess, in spite of conditions which have 
net improved sufficiently to warrant 
such an increase.” 











Kalisky on Convalescent List 

Cuicaco, Int. — Joe Kalisky, past 
president of the National Shoe Travel- 
ers’ Association is recuperating from 
several recent operations which he un- 
derwent at the Illinois Masonic Hospi- 
tal. Just prior to his illness Mr. 
Kalisky was presented with a gold but- 
ton in honor of his 50th year of affilia- 
tion with the Chicago Masonic Lodge. 
Resigns as Buyer 
To Open Own Store 

JEFFERSON CiTy, Mo.—Dude Cham- 
bers, former shoe buyer of Millsap’s 
Department Store, Jefferson City, Mo., 


recently resigned to go in business for 
himself. Recently he opened a smart 
and exclusive ladies’ footwear salon 
carrying fast styles retailing from $3.95 
to $7.50. 

The ultra-modern sign on the front 
of the store simply carries the word 
“CHAMBERS.” The interior decora- 
tions are carried out in the Georgian in- 
fluence—blue walls and red maple fur- 
nishings with Windsor chairs. 

Mr. Chambers traveled for four years 
for Tweedie Footwear Corporation in 
the Middle West. Then he spent two 
years as buyer for the Fox Shoe Store, 
Waterloo, Iowa, before going with the 
Millsap Department Store. 
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Hide Futures Advance; Spot Market Steady 





Price Increase on New York Commodity Exchange Cancels 
Approximately Two-Thirds of Previous Week’s Decline 


New York—Hide futures advanced 
42 to 54 points last week to provide 
a favorable hedging market for traders, 
who bought 140,000 hides in the Chi- 
cago spot market at prices unchanged 
to % cent per lb. higher. 

The increase in hide prices on the 
New York Commodity Exchange can- 
celled about two-thirds of the drop 
the previous week. Volume of trading 
was light, totaling 835 contracts, or 
33,400,000 lbs., compared with 1465 
lots or 56,600,000 Ibs. the previous 
period. 

The fact that packers moved a large 
quantity of hides in the actual market, 
and consequently were not sellers on 
the futures exchange, accounted in part 
for relief of pressure on futures prices. 

Brokers said that hide dealers had 
hedged their inventories well in the 
recent downward trend, with the con- 
sequence that dealer hedge-lifting oc- 
curred against resales of actual hides 
during the week. Trade houses were 
sellers on balance, however, offering 
futures contracts throughout the week 
against purchases of actuals from 
packers at Chicago. Speculative inter- 
ests continued to accumulate futures 
contracts. The open position increased 
61 contracts to 2,929—the largest in 
recent months. 


Spot Market Movements 


Trades in Chicago early in the week 
were at unchanged levels, but later un- 
der demand from traders, stimulated 
by the advance in futures, prices on 
some selections of hides advanced % 
cent per lb. Light native cowhides at 
week-end traded at 13%. Tanners were 
buyers on a moderate scale. 

Calfskins continued relatively firm 
due to the shortage of supplies from 
Europe. Milwaukee calfskins traded at 
23% cents per lb. and Chicago north- 
ern kipskins were steady at 19 cents. 


South American Trends 


Japan and England generally outbid 
American tanners in the South Ameri- 
can market last week. These countries 
acquired about 60,000 hides on a steady 
basis of 14% cents for standard 
frigorifico steerhides. 

The Commodity Exchange this week 
released figures showing that net im- 
ports of cattle hides into the United 
States, largely from Argentina, vary 
directly with prices at Chicago. Nat- 
urally, high prices in the domestic 
market attract imports. Last year’s 
total imports, with the exception of 
1936, were the largest since 1930. They 
totaled 2,662,000 pieces. 


In the Leather Markets 


By virtue of relatively low inven- 
tories, shoe manufacturers were re- 


ported moderate buyers in Boston and 
New York leather markets last week. 
Bookings by sole leather tanners in- 
creased in contrast to quietness the 
week before. Crops were steady at 36 
cents per Ib. 

Prices on side upper leather con- 
tinued slow. No. 2 grade sold last at 
22% cents per square foot, off %-cent. 
Calfskin leathers were unchanged at 
42 cents for men’s weight black calf- 
skin, average of B and C grades, and 
88% cents for women’s weight. Patent 
leathers for women’s shoes continued 
to enjoy good demand. 


Leather Supplies Higher 


Stocks of hides and leather in rela- 
tion to the demand greatly increased 
during December, which undoubtedly 
accounted in a large measure for the 
drop in hide prices during that month. 

On January 1, total visible stocks of 
hides and leathers in all hands were 
equivalent of 7.3 months’ supply at the 
current rate of consumption. This is 


an increase from the 6.8 months’ sup- 
ply on hand December 1, 1939. 

Practically all of this increase was 
in finished leathers in tanners hands 
rather than an increase in raw hides. 
Raw stocks remained stationary at 
3,740,000 hides, which was the total on 
November 1 as well. Stocks in process 
in tanneries decreased. Thus the in 
crease was in finished leather. On N< 
vember 1 leather stocks were the equiv 
alent of 4,362,000 hides, increasing to 
4,839,000 equivalent hides by Jan. 1. 

The 7.3 months’ supply of hides and 
leathers now on hand compares with a 
low of 6.2 at the close of 1934 and 
October of 1939 and with a high fo: 
the year 1939 of 8.0 on Feb. 1. The 
supply on hand Jan. 1, 1939, was equal 
to 8.3 months’ needs. 





Form New Shoe Firm 


ZANESVILLE, OHIO — John Garrison, 
Jr., and Howard Bridwell have re- 
cently incorporated as the Zane Shoe 
Company. They operate the shoe de- 
partment in the A. E. Starr Co. store 
in this city. 

Mr. Garrison, formerly traveled for 
Brown Shoe Co. and Mr. Bridwell was 
associated with Coombs Bros., a local 
retail store. 





Bass Display Shows Byrd Footwear 




































An unusually interesting window display unit has been prepared by G. H. Bass 
& Company of Wilton, Maine, showing three types of Bass Footwear which were 
for the Byrd Antarctic Expedition. Attractive cards describe the /ea- 

tures of the boot and cut-away sections show the details of construction. 
The huge Antarctic Mushing Boot has detachable spikes for better traction on 
the ice and snow. It is built on an oversize last to permit the wearing of heavy 


stockings and a senna grass wrapping for greater 
the sole, and the elk lining is lasted in. Between the 


heavy elk is turned out at 


warmth. The outside upper of 


two there is a cork interliner for insulation against the cold, and a cork bot'om 


filler completes the insulation. 


The Bass Antarctic Ski Boot is also oversize for the same reason. The con- 
struction details are similar to the Mushing Boot and the outersole is pegge’ on 


with wooden pegs 


The third item is the Bass Chrome Tanned Moccasin which is worn indoo::s in 
the Antarctic. In addition, it is sometimes worn inside the Mushing Boot. 
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23.88 See ee 


Three 
Styles in Stock 


Send for Catalog 
“LINES 


OF 


COLLEGE 


Se ee, ae 


TOM-BO Y 


A MATCH CHAMPION 





No. 9233 


Brown and White 
Elk. 10/8 all leather 
heel, Phillips pat'd 
spikes. Size 414- 
9, AAA-C. Price, 


$4.15. 
5% 15, Net 30 


PRESTIGE 


This smart looking — fine fitting 
Official P.H.D. Ladies’ Golf Oxford is your 
Champion for extra volume and extra profit. 
Three styles in stock all year ‘round, these Fairway 
Partners are right for “Going South” and early 
Summer business. 


SHOE MFG. CO. 


Milwaukee, Wis. 
Marbridge Bidg., New York 


ee ee 





Musts for the 
Small Town Merchant 
[CONTINUED FROM PAGE 19] 


safe to detail 75 per cent of anticipated 
selling in make-ups, leaving 25 per cent 
for size fill-ins. 

Cuban heeled shoes are much easier 
to merchandise in our store, as they 
consist mainly of safer styles with 
not so much style dynamite as the 
higher heel numbers. They also sell to 
a great many more types of customers, 
ranging from the young girls to the 
youthful and older matrons. It seems 
that nearly everybody in our commu- 
nity likes at least one good pair of 
Cuban heeled shoes. 

When we are ready to sit down to 
buy next Spring’s white shoes, these 
sheets which record the past year’s op- 
eration will be of immense value. One 
thing we learned long ago—that it is 
not practical to buy Fall shoe sizes 
against the past Summer’s selling rec- 
ord. Even in a relatively small com- 
munity such as ours, there is an un- 
explained size buying hazard, as our 
records prove we sell far more small 
sizes in the Fall and Winter months 
than we do in the Spring and Summer 
periods. Spring sizes must, be bought 
against last Spring’s selling experience 
and Winter sizes against those sold last 
Winter. 

In planning out a season’s commit- 
ments, what is on hand in the way of 
sizes is always of as vital importance 
as what the coming trends will be in 
color, pattern and heels. Regardless of 
all other buying responsibilities, the 
correct size schedule in each grade and 
type of shoe must be as nearly perfect 
as is humanly possible to determine. 


Remodel Basement Store 


Hartrorp, Wis.—Heppe’s, Inc., local 
department store, has discontinued its 
second floor departments and trans- 
ferred them to the basement. New in- 
direct lighting has been installed in 
the basement store as well as a new 

tway furnishing easy access. Shoes 
the family are carried in the re- 
basement store. 


Shoe Styles Seen in Miami 


Wedge Soles a Center of Interest in the Current Fashion 
Picture at World-Famed Florida Resort 


MIAMI, FLA.—Most important of cur- 
rent styles seems to be the wedge sole, 
frequently seen in striped effects in 
two and three color combinations. One 
shop, Jay Thorpe, is featuring a “neu- 
tral” colored play shoe; the “neutral” 
colors are red, white and blue! Other 
shops are showing the same combina- 
tion; it is one of the most popular of 
the season. Chambray appears to be 
tops this season for play clothes of all 
kinds and Irving Sommers, who is rep- 
resanting the Sommers shoes for their 
first season on Lincoln Road, has some 
smart wedges in port hole effects in a 
chambray and reptile combination. He 
is also showing the same model in 
checked gingham and reptile. Burdine’s 
is featuring a number of extremely 
smart models, realizing that the woman 
of today is looking for ultra style when 
she is wearing play clothes. A recent 
ad of theirs tells the whole story: 
“Casuals as comfortable as an Indian 
moccasin—as new as tomorrow’s fun— 
as gay as the panorama at Hialeah 
Park—in riotous Sunshine Fashion 
colors, to gaily punctuate your daytime 
slacks-to-frocks wardrobe!” 

For the most part these shoes of 
Burdine’s have a closed heel; the same 
is true of many other displays along 
Lincoln Road. At the Ansonia shop 
they have an open toe, open heel, low 
cut counter with high wedge sole.in a 
combination effect, using white and 
any one of a number of colors. This is 
one of the leading play shoes. Best & 
Co. is having a nice resronse to a moc- 
casin type play shoe of capeskin, lined 
with gay plaid. Saks are reporting an 
unusual amount of interest in wedges 
in high colors, solid or in combinations. 
And at I. Miller & Co. thy say, “Any- 
thing that shows a high style goes in 
play shoes.” 

Wedges are all through the picture. 
At Delman’s they say that a woman 
builds her shoe wardrobe on one last, 
following the same idea through from 


play to evening shoes. And they are 
showing the same models in sailcloth 
and fine gold kid. Practically all the 
other shops are doing just about the 
same thing. Interesting is the trend 
in men’s play shoes with the same 
wedge heel. While white is, as always, 
the important early resort note, there 
is this change in the picture for 1940: 
a tremendous amount of white with 
color is being used. White with tan, 
with blue and other colors; not much 
color but just a little in piping or 
striping. The muted pastel tones are 
more important than the brilliant 
colors; soft misty blues, greens, pinks, 
yellow and even violet. One of the 
largest shops on the Road reports that 
next to white the most active color is 
red or white with bright red trim. 
Other shops are also commenting on the 
importance of bright flag red. 

All reptiles are reported to be im- 
portant; for the most part they are 
being used in combination with white 
or color. White reverse leather is re- 
ported to be very big. There is prac- 
tically no grey or beige in the picture 
but black patent is frequently seen. 
For example, black patent is shown in 
combination with a belt and bag, top- 
ped by a shiny straw hat. 

Matching accessories are a fashion 
must this season. Shoes MUST tie in 
with some other item. Several of the 
shops have introduced belts this year, 
following the demand for matching 
belts and shoes. Belts are very much 
in the picture and what is more logical 
than for a woman to buy her matching 
belt in the shoe store? Then there are 
bags which MUST match belt or shoes 
or gloves. One shop is even showing 
tiny matching parasols which tie in with 
play shoes for beach wear. Another 
shop, John Frederic, has invaded the 
leather field and is showing matching 
bags, gloves, belts and parasols, all of 
yellow pigskin. 
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Lifelike Display Boosts Resort Shoes 


This suggestive display of men’s Summer footwear set up in front of the 
men’s shoe department at Famous-Barr Co. drew a lot of interest to the 
department and to southern resort shoes. 


St. Louis, Mo.—In spite of the cold- 
est January in 103 years in the city, 
W. B. Jackson, men’s shoe buyer at 
Famous-Barr Co., was not daunted 
about selling southern resort shoes in 
his second-floor shoe department. 

Mr. Jackson had a life-like, full-size 
model rigged up on a grass-covered 
platform five feet wide and six feet 
deep, and displayed six pairs of high- 
style southern wear shoes from his de- 
partment. The model was outfitted in 
the latest fashionable sports wear and 
was backed up by a simulated tropical 
tree. 

“Hundreds of men and women 
stopped every week,” Mr. Jackson said, 
“to see this unusual display, set up in 


front of our shoe department. The 
model looked like a well-tanned Florida 
resident, and by the very unusualness 
of its contrast between the sunny South 
and the snow-packed streets of St. 
Louis, it dramatically put over our 
merchandising program for sports shoes 
for southern wear.” 

While sales in the “southbound foot- 
wear” were not unusually large, the 
aim of getting attention for the de- 
partment was accomplished. The thou- 
sands of people that regularly visit 
the other floor departments of the store 
passed the display, on which Mr. Jack- 
son reported more interest than in any 
he has ever used. 





William G. Hamilton Retires 
From William Skinner & Sons 


New Yorxk—After more than 42 
years of trade contact, William G. 
Hamilton is retiring from the firm of 
William Skinner & Sons, manufactur- 
ers of Skinner’s silks, satins and crepes, 
in order that he may devote himself to 
regaining his health, following a seri- 
ous illness from which he has suffered 
for several months. He will spend his 
time at his home in the country at 
Danville, N. J. 

Mr. Hamilton is well known in the 
shoe trade, where his cheerful, kindly 
disposition and gentlemanly manner 
won him many firm friends. He en- 
tered the employ of The William Skin- 
ner Manufacturing Company Sept. 1, 
1897. Later the firm name was changed 
to William Skinner & Sons. 

Mr. Hamilton spent many active 
years in selling to the New York shoe 
manufacturers in Brooklyn, Rochester 
and other places; in addition to having 
traveled in Canada from Sydney, Nova 
Seotia to Windsor, Ontario, for over 


thirty years selling to all the Canadian 
trades using silk fabrics. He organ- 
ized the export trade of William Skin- 
ner & Sons, which extended into thirty- 
five countries throughout the world. 


Byck Bros. Plan Early 


Move to New Store 


ATLANTA, Ga.—Byck Bros. will soon 
move into their new store located at 
the corner of Peachtree Street and 
Cain, according to C. E. Gibbs, presi- 
dent, and Walter J. Davis, secretary- 
treasurer. 

Temporarily situated across. the 
street, the firm is now holding its re- 
moval sale. At this period last season, 
Byck’s was occupying the site that is 
now the remodeled store of Thompson- 
Bowland-Lee, the shoe concern. 

The new store is 20 by 27 feet and 
will combine a color motif of beige and 
blue with mahogany fixtures. Mirror 
columns, individual chairs in blond 
wood and blue leather upholstery will 
add to the completely modern store, 


whose vaulted ceiling in the oval center 
will be lighted with fluorescent tubing. 

Sound will be muted by blue and 
beige rubber tile flooring, as will the 
ceiling. Air-conditioned throughout, an 
innovation will be a ladies’ smoking 
room. The front of the new building, 
which is located on the first floor of 
the Masonic Temple, will have a pro- 
gressive combination of white marble 
and black glass. 


Dates Set for Sixth Allied 
Shoe Products Exhibits 


New YorKk—The Sixth Allied Shoe 
Products and Style Exhibit, which wil! 
be held March 31, April 1 and 2, wil! 
be the high spot in Fall advance prep 
aration activities. As usual, the scen 
of the Allied Show will be the Belmont 
Plaza Hotel, in New York City, start 
ing Sunday morning, one day in ad 
vance of the Leather Opening an 
running through to Tuesday. 

After a somewhat sparse Spring sea 
son, as to wide style variety, this com 
ing Allied Show will undoubtedly prov: 
to be a boom for numerous new styles 
Many new products and ideas will mak 
their initial bow at this show. 

Held semi-annually, the Allied Show 
for the past three years has made stead) 
progress. It is now firmly established 
and has proven a great source of in 
spiration and information to sho 
manufacturers in forming their ow: 
advance lines. 

In attending the show, shoe manufac 
turer's, their style people and buyers 
will have a fine opportunity to crysta! 
ize the many trends adaptable to thei: 
particular lines. Indicative of th 
growing interest in these shows is the 
unusually large number of requests a 
ready received for exhibit space. 

The show will be open to the trade 
only and all sales efforts will be con- 
fined to exhibit rooms. The Allied Ex- 
hibit is under the direction of A. C. 
Reuter, with headquarters in the Mar- 
bridge Building, New York City. 


Looks for Record 
Attendance at Monthly Show 


Cuicaco, ILL. — One of the largest 
monthly Shoe Buyers’ Days the Chi- 
cago Shoe Travelers have ever held 
is predicted for February 26 and 27 
by Urban K. Allen, president. Mr. 
Allen reports that the show which w'!! 
be held, as usual at the Morrison hot 
will occupy more floors than ever | 
fore. 


Rivers Opens New 
Family Store 


San Pepro, Cauir.— Frank’s Shve 
Store has been opened at 315 West ‘'! 
St., here, by Frank S. Rivers. Thi 
a popular priced family shoe store. \!: 
Rivers is a newcomer to this part 
the country having had his shoe sel! 
experience on the floor of the A 
Shoe Co. and the May Co., both i 
Denver, Colorado. 
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H. L. Nunn to Participate in 


Town Meeting Program 


Cuicaco, Inu.—H. L. Nunn, presi- 
dent of the Nunn-Bush Shoe Co., Mil- 
waukee, recently awarded Milwaukee’s 
“most distinguished citizen” award, will 
be one of the three men participating 
in the first broadcast from Chicago of 
the well-known “America’s Town Meet- 
ing of the Air” radio program, Thurs- 
day evening, February 22. The Rotary 
Club of Chicago is participating in 
staging this local program, which will 
be attended by several thousand per- 
sons at the Chicago Civic Opera House 
from 8.30 to 9.30 p.m., Central Stand- 
ard Time, and will be aired over 80 
stations of the NBS Blue network. 

The subject will be “Employers, Em- 
ployees and the Public.” The invited 
Opera House audience will be balanced 
to include employers, employees, labor 
leaders and the general public. Par- 
ticipating with Mr. Nunn will be Ed- 
ward Keating, Washington, D. C., edi- 
tor and manager of Labor, who is a 
former congressman from Colorado; 
and Elmon E. Roth, president, San 
Francisco Employers’ Council, past 
president of Rotary International, and 
former comptroller, Leland Stanford 
University. 


Hatton Announces New 
Additions to Staff 


Detroit, Micu. — Julian Hatton, 
president of the recently organized 
Hatton Leather Company, at Grand 
Haven, Mich., recently announced the 
addition to the Hatton staff of Edward 
K. Ellis, formerly sales manager of the 
Eagle-Ottawa Leather Co., and Victor 
Hurley who was also formerly asso- 
ciated with the Eagle-Ottawa Co., as 
finishing room foreman. 

Mr. Ellis is vice-president and gen- 
eral sales manager of the Hatton Co. 
Mr. Ellis is thoroughly conversant 
with all operations of leather making. 
He is chairman of the Upholstery 
Leather Group of the Tanners Council. 

Mr. Hurley, who has been made 
superintendent of the Hatton plant is 
skilled in the upholstery and luggage 
branch of the business. 

Regular operation of the Hatton 
Leather plant will start about March 1, 
according to announcement of Mr. Hat- 
ton. 


Shoe Traveler Celebrates 


Golden Anniversary 


DeNveR, CoLto.—Mr. and Mrs. Wil- 
liam W. Kemp, of Denver, recently cele- 
brated their golden wedding anniver- 
sary. A large dinner was held at the 
Hilton hotel, Long Beach, Calif., where 
they are spending the winter months. 
Mr. Kemp is still actively engaged in 
selling shoes on the road. He travels 
the mountain territory for the Nunn- 

Bush Shoe Co., of Milwaukee, and has 
been with them since they first started 
gin business. He also has two brothers 
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on the road: B. N. Kemp, with the 
Jung Shoe Company in Nebraska, and 
D. C. Kemp, with the Jung Shoe Com- 
pany in Kansas. His son Wesley Kemp 
is in the wholesale shoe business in 
Denver, Colo. 


Transferred to 
West Coast Store 


Des Mornes, lowa—Lou Rapp, man- 
ager of the Baker Shoe Store 318 
Seventh Street, here, for the past year, 
has been transferred to the manage- 
ment of a Baker Shoe store in San 
Francisco, Calif., and Drew Parrish, 
with the Baker company for the past 


ten years and since 1935 manager of 
their store at Lincoln, Neb., has come 
to manage the Des Moines store. 


Jesberg’s Remodels 
In Sport Atmosphere 


Los ANGELES, CALIF.—Jesberg’s 
Walk-Over Store has been transformed 
into an exotic sport shoe atmosphere, 
with the front half on the women’s side 


receiving a complete change. New fur- 
niture, fixtures and wall shadow boxes, 
all having a California suntime motif, 
have been installed. The store will carry 
a complete stock of playtime and casual 
shoes, reports Paul Jesberg, proprietor. 
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“CAN INNERSOLES 
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INNERSOLES - COUNTERS - WELTING | 
EDGAR S. KIEFER TANKING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 


W. R. Briggs Named Boston 
Store Department Manager 


PROVIDENCE, R. I. — William R. 
Briggs, recently associated with the 
Sterling Shoe Store, has become man- 
ager of the Red Cross department at 
the Callender, McAuslan & Troup Co., 
generally called the Boston Store. Mr. 
Briggs was previously manager of 
Kay’s Newport, local retail shoe store, 
and was for several years manager of 
the shoe departments at Shepard’s. 
Prior to his association with Shepard’s, 
Mr. Briggs was manager of the local 
Walk-Over Shoe Store, going with 
Shepard’s when the Walk Over store 
was discontinued. At the Boston Store 
he succeeds E. R. Abel. 


John W. Craddock, Jr. 


LYNCHBURG, VA.—John W. Craddock, 
Jr., 45,sales manager of Craddock Terry 
Division of Craddock Terry Shoe Corp., 
died in a hotel at Clifton Forge, Va. 

Mr. Craddock was educated at Wash- 
ington and Lee University, University 
of Pennsylvania and Wharton School 
of Business. He was a son of a founder 
of the shoe firm. 

Surviving are his widow, Alice, two 

sons, John W. III, and William, a 
daughter Mary Elizabeth, his father, 
John W. Craddock, a sister, Mrs. 
Tucker Carrington, and two brothers, 
George Gilmer and Charles G. 
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Obituaries 


Alfred E. C. Hall 


St. Louis, Mo.—Alfred E. C. Hall, 
District Manager for the United Shoe 
Machinery Corporation in St. Louis, 
and one of the most widely known shoe 
men in the country, died at his home 
in Webster Groves, Mo., recently. 


ALFRED E. C. HALL 


Mr. Hall was born in Raynham, 
Mass., June 14, 1874. After attending 
the schools in his native town he was 
employed for a time at Hewitt’s shoe 
factory in Taunton and afterwards 
moved to Brockton where he was em- 
ployed by D. W. Field. At this time 
he came in contact with the Consolidat- 
ed Hand Method Lasting Machine in 
the operation of which he was consid- 
ered an expert. He entered the employ 
of the company and was in such em- 
ployment when the United Shoe Ma- 
chinery Company was formed in 1899. 

He was one of the experts sent to 
operate the model shoe factory at the 
Paris Exposition in 1900 and after- 
wards was employed in the same ca- 
pacity at the Exposition of the Shoe & 
Leather Fair in London. He also had 
in charge the lasting at the World’s 
Fair in 1893. 

He was at the Auburn, Maine, office 
of the USMC as roadman on the iast- 
ing machine; then moved to Brockton 
where he was the head of the lasting 
machine department. After a brief 
period in this capacity he became man- 
ager of the Auburn district and was 
later transferred to the Philadelphia 
office in a similar capacity. After some 
eight years he was again transferred to 
become manager of the important St. 
Louis district. He was an expert in 
his field. 

Mr. Hall quickly gained the respect 
and high regard of those with whom 
he came in contact. His genial nature 
and high personal integrity established 


FIRST STEFS 
ARE IMPORTANT... 
TO MOTHERS... 


Because correct in- 
fant foot develop- 
ment depends upon 
correctly designed 
and fitted Baby 
shoes. 


TO RETAILERS... 
Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 





for him a large circle of sincere friends 
in the different places in which he had 
resided. He was a member of the 
Quarter Century Club and of the dif- 
ferent Masonic bodies. 

Mr. Hall is survived by his wife, one 
daughter and three grandchildren. 

Funeral services were held at the 
Presbyterian church at Webster Groves 
and were largely attended by friends 
and business associates, together with 
a delegation of shoe manufacturers of 
the district, with whom he had been so 
closely associated. 


David G. Sholem 


St. Pererspurc, Fta.—After a brief 
illness of only three days, David G 
Sholem, 50, prominent shoe merchan' 
of Urbana, IIl., passed away recently 
shortly after his arrival here to spen: 
his seventh Winter at his St. Peters 
burg home. He had attended the Na 
tional Shoe Fair in Chicago befo: 
starting for Florida. 

Funeral services were held at tl 
Rhodes Chapel in St. Petersburg wit 
J. H. Bennes of the Christian Scien: 
Church officiating. 

Mr. Sholem was in the shoe busine-: 
with his father in Paris, IIl., and suc- 
ceeded his father, the late William 
Sholem, establishing his own shoe firm 





brief 
d G 

hant 
ntly, 
pend 
ters- 
Na 

efore 


, the 
with 
rience 


siness 
| suc- 
liam 
» firm 


BOOT ann SHOE RECORDER, February 10, 1940 
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for Boys and Men 


rades for 
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nger tips .. 


. and values which will 


make repeat 


customers . . . mark-ups which will make better profits. 


Write for your copy today. 


HARRISON SHOE CO. 


EVERETT 


in Urbana, Ill, in 1921. He was born 
in Paris, Ill., February 26, 1889, and 
attended the University of Colorado. 
Surviving are his widow, a daughter 
and one brother, Jerome J. Sholem. 


M. J. Wallace 


CoLumBus, OH1I0—Manch J. Wallace, 
widely-known Columbus business man 
and civic leader, died recently follow- 
ing a month’s illness. A native of 
Columbus, Mr. Wallace was secretary 
of the Godman Shoe Co. He was one 
of the outstanding men in the real 
estate field, being a past president of 
the Columbus Real Estate Board. 

Mr. Wallace was 58. He attended 
Ohio State University, there he was a 
member of Kappa Sigma fraternity. 
Prominent in Ohio Masonic circles he 
was a member of the Shrine and Scot- 
tish Rite. 

Surviving are his wife, Mrs. Inez 
Wallace, one son, Dr. Richard Wallace, 
and one grandchild. Burial was in 
Green Lawn Cemetery, Columbus. 


Nathan Lindy 


JACKSON, TENN. — Nathan Lindy, 
aged 53 years, in the shoe business here 
for the past 36 years, died recently fol- 
lowing a six weeks’ illness. He was 
born in Russia, coming to this country 
early in life. His business may be con- 
tinued by a son, Sam Lindy. 


70 STYLES 


. + MASS. 


John H. Stoll 


Marion, On10—John H. Stoll, Mar- 
ion’s oldest active merchant and a well- 
known shoe retailer, died at his home, 
here, recently, at the age of 86. 


JOHN H. STOLL 


At the age of 17, he established the 
John H. Stoll Shoe Co. at 132 South 
Main Street, the company being known 


Now Ready 


IN-STOCK 
$4.98 TO $3.00 
AT RETAIL e 


at Stoll & Terpany Co. This was in 
September, 1870, and from then until 
1883, Mr. Stoll made all his shoes on 
the bench. At one time he was consid- 
ered an expert on making shoes for 
cripples. 

Mr. Stoll’s son, Howard R. Stoll, has 
been associated with his father in the 
business since 1899, the two conduct- 
ing the business as a private partner- 
ship. 

Mr. Stoll was a member of Marion 
Lodge No. 70, Marion Chapter No. 62, 
R.A.M., and Marion Council No. 22, 
R. and S.M. 

His wife having died several years 
ago, his son and daughter-in-law are 
the only close surviving relatives. 


Asks Bids on C.C.C. 
Rubber Footwear 


Boston, Mass.—The Boston Quarter- 
master Depot is advertising for bids 
covering the manufacture of 8864 pairs 
of overshoes for use by the Civilian 
Conservation Corps. The original ad- 
vertisement for bids called for only 
3800 pairs but this was increased later 
by 5064 pairs. All are of the type de- 
scribed as rubber-topped arctics. 

The same department of the army is 
asking bids on 804 pairs of shoes for 
the flying cadet branch of the army 
aviation service. These are black calf 
leather oxfords for use with dress uni- 
forms. 
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R. H. King Manages 
Two New Stores 


FRESNO, CALIF.—Two new shoe out- 
lets have been recently opened in cen- 
tral California with R. H. King as 
supervising manager of both. In this 
city the Rhythm Step Bootery is the 
name of a most modern women’s shoe 
store, while in Stockton, space has been 
leased in the Katten & Marengo store. 
Before assuming charge of these stores, 
Mr. King was manager of the shoe de- 
partment in Gottshalk’s Department 
Store, this city. 


Lokey M. Wolf 
Representative on Coast 


Los ANGELES, CALIF.—H. R. Lokey 
is now representing M. Wolf & Sons, 
of Brooklyn, N. Y., and using the Hotel 
Lankershim as his permanent head- 
quarters. His territory is Denver, 
West, a region he has covered for the 
past seven years when he represented 
S. Rauh Co. of New York. 
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Dates to Remember 
Mid-Continent Pa Show, Hotel 


Mayo, Tulsa, 
, Il, 12, 13, 1940 
Monthly Showing Michigan Shoe 
Travelers Club, Hotel Statler, De- 
troit, Mich. ...... February 12, 13, 1940 
Monthly Shoe Show of Chicago Shoe 
a Association, Hotel Morri- 
February 26 and 27, 1940 
Shee Market Days of Iowa National 
Shoe Travelers’ Association, Hotel 
Fort Des Moines, Des Moines,-lowa 
March 10, 11, 1940 
Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 
April 1, 2, 1940 
Annual Convention [Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois 
Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 
June 2, 3, 4, 5, 1940 
Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 
June 2, 3, 4, 5, 1940 
Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohi June 9, 10, 11, "1940 
Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 
June 9, 10, 11, 12, 1940 
Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 
June 10, 11, 12, 13, 1940 
Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 
June 16, 17 and 18, 1940 
Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
ES /vtKeatcobies June 16, 17, 18, 1940 
Style Show Pennsylvania Shoe Trav- 
elers Association, William Penn 
Hotel, Pittsburgh, Pa...July 7, 8, 9, 1940 





Lanchantin Named to 
Hanan Merchandise Post 


New York—Charles Lanchantin, for 
the past two years women’s shoe buyer 
for Hanan & Son, Inc., has been re- 
cently appointed to the post of shoe 
merchandiser for the company, taking 
over the position left vacant by the re- 
cently noted resignation of John R. 
Laycock. 

Mr. Lanchantin will make his head- 
quarters at the company’s main of- 
fices in Chicago, and in addition to his 
merchandising duties will handle ad- 
vertising and sales promotion. 

Previous to his coming into the New 
York office of Hanan, Mr. Lanchantin 
was manager of the company’s Fifth 
Avenue store. While in New York, he 
was active in the affairs of the Shoe 
Merchants’ Council, an organization of 
better-grade shoe retailers, serving as 
president of the group for two years, 
1988 and 1939. 


A smart lady! She's comfort-wise, 
style-wise, and price-wise, and she's 
found that the Bass Rangeley Mocca- 
sin is the answer for all three. Built 
with True Moccasin construction the 
Rangeley is made from smoked elk, 
tough gristle soles, special tennis 
4 on the Radcliffe last. Bass has 
many dels for wo in outdoor 
footwear. Another is the women's 
Sportocasin for Golf—tops in its field. 
Send for FREE catalog showing all 
styles in different shoes, and get those 
women flocking to your store. G. H. 
Bass & Co., Dept. BS-34, Wilton, Me. 





Rangeley Moccasins 











Larson Heads N.S.T.A. 
Membership Committee 


Boston, Mass.— President Henry 
Thorson of the National Shoe Travel- 
ers’ Association announces the appoint- 
ment of Jeff Larson as chairman of the 
association’s membership committee and 
the beginning, under his leadership, of 
a drive for new members to celebrate 
the thirtieth anniversary of the organ- 
ization of the N. 8. T. A 

Plans for this drive are now being 
formulated by Chairman Larson and 
details will be announced later. 

Mr. Larson is an active member 0! 
the Northwestern Shoe Travelers’ As 
sociation and is assured of the full sup 
port of all the regional association 
which make up the membership of th 
national organization. 


Consolidated Moves Offices 


ROCHESTER, N. Y.—Announcement i 
made that the offices of the Consolidate 
Slipper Corporation have been move 
from Bombay, N. Y., to Malone, N. 
The company has factories in bot 
towns, which are located in Frankli 
County. 

Paul D. Ear! is president of the co’- 
poration, manufacturing moccasin, 
sandals and boudoir .slippers with + 
capacity of approximately 12,000 pais 
daily. 
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Notes from Paris 
[CONTINUED FROM PAGE 20] 


crepe soles for the more definitely sport 
models. 

Crepe-soled and leather-soled mocca- 
sins have had the right of way all 
winter, and the moccasin is, to all ap- 

, almost equally strong for 
Spring. They must compete, however, 
with the new open-toed, open-heeled 
sandals being put out. One of the new- 
est of these has the toe open but retains 
the moccasin top. 

Clogs look promising for Spring and 
new developments show them in dis- 
creet tailored and afternoon styles, far 
removed from their early beachwear 
genre. More dressy but never “fussy” 
are the stepins adapted from the Louis 
Quinze period, with square toes and 
draped or big-buckled front. These are 
carrying over from a pronounced Win- 
ter demand. Typical evening slippers 
are quite out of the war picture. Suits 
are worn in evening, cocktail styles or 
long-skirted tailleurs. 

The right shoe for the military- 
colored costume is generally conceded 
here to be the contrasting one. This 
disposes of a problem before it starts. 
For grey-blue and navy costumes, 
shoes in dark red or acajou are sug- 
gested; with khaki costumes, tans, 
rusts, dark navy and certain harmoniz- 
ing browns are good. 

Outside of Paris, war or no war, re- 
sort life is going on. In fact, because 
of the war, many of the best dressed 
Parisians have “evacuated” to Biarritz 
or the Riveria. Shoes for wear at these 
resorts are being designed with em- 
phasis on color and color contrasts. 
Cedric’s sandal combining orange and 
violet is typical in coloring and style. 
Other combinations, in preparation, in- 
clude navy with straw color, sand with 
brown or green, pink with torquoise 
and white with royal blue, navy blue or 
black. 

There are practically no “new” 
colors on the shoe horizon, since stocks 
of leathers dyed before the war sum up 
the colors available. This situation 
may serve to play up all-white foot- 
wear as the season advances. The mil- 
liners are already anticipating a big 
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Believes Buyer’s Place Is on the Floor 


[CONTINUED FROM PAGE 24] 


success of this woman who gets an in- 
crease in sales wherever she goes. She 
has been with Loeser’s two and a half 
years, and each of these years has seen 
rising figures for the juvenile depart- 
ment. 

When Mrs. Unger is on the floor, she 
makes it her business to see that cus- 
tomers are not overlooked. Moreover, 
she learns at first hand what customers 
are asking for and how adequately the 
department is serving them. Even the 
desk where this buyer sits in her office 
is so arranged as to command a view 
of the floor. Busy as she may be with 
reports or correspondence, she is con- 
scious of the customers outside and 
sees with one eye, as it were, whether 
customers are being served. 


Buyer Should Be Manager 


Mrs. Unger, however, assumes no 
personal credit for her theory that the 
buyer should first be a manager who 
stays on the floor rather than a scout 
who dashes about in the market. In 
fact, she carefully pointed out that she 
had been much impressed by a book 
written a few years ago by the late 
Edward A. Filene, which elaborated on 
the thesis that the buyer of the future 
would be a manager in outlook and 
function. 

Since she is the manager for juvenile 
shoes with the two stores of Frederick 
Loeser & Company, Mrs. Unger spends 
one day each week at Garden City. 
Daily reports on sales in that depart- 
ment are sent regularly to her office in 
Brooklyn. 

The average report of salespeople, in 
the opinion of this buyer, tells an in- 
complete story concerning customer 
wants and the adequacy of the depart- 
ment in satisfying consumer demands. 
The very position of the clerk—the posi- 





run of white flowers for the simple 
reason that dyers are absent, while 
flower girls are not, 

War has put the bottiers “on their 
toes,” and while leathers last so will 
their initiative. 





tion of having his job at stake—tends to 
prevent a frank or full telling of cus- 
tomer calls or complaints. But it does 
not take the buyer long who goes on 
the floor in person, to find out what the 
customers are asking for and failing to 
get. 
“Quality,” says Mrs. Unger, “is what 
I am after—quality of leather and 
workmanship. Once customers buy 
quality they come back. Complaints, 
then, are nearly nil. Make your friends 
on the basis of quality.” 

In a department of juvenile shoes, it 
is the mother’s opinion in the long run 
which counts. They are interested in 
quality and good looks. But a shoe must 
stand up well in order to insure their 
return. 

Another cardinal principle here is 
always to have staple merchandise. “It 
is a crime to be out of staples,” says 
Mrs. Unger. “Take rubbers, for in- 
stance, we are never out of a complete 
range of styles and sizes.” 

This department carries shoes for in- 
fants and for children from nine to ten 
years. Shoes for boys are only up to 
ten years, although a considerable sec- 
tion is devoted to shoes for girls of teen 
age. It is easy to satisfy the boy as 
he is interested chiefly in having shoes 
that look like his father’s. Pleasing the 
girl is another matter for she is in- 
creasingly style conscious. 

Styles for the latter this Spring will 
feature pumps. Blue calf will be offered 
in this department for Easter. Brown 
will also be shown and a few models 
in red have been provided for gay 
misses. 

The juvenile department of Freder- 
ick Loeser & Company, Brooklyn, is on 
the second flor. Attractive glass cases 
have been installed in strategic posi- 
tions to feature shoes in new styles or 
for special promotion. 

It is the policy of the department to 
advertise on Friday to induce customers 
to come in on Saturday. Ordinarily 
staple stock is stressed in such pub- 
licity. 





our toughest problem 
Good- Will.” 


chain of merchandising. 





—A prominent manufacturer writes: “Give us good 
cooperation at the Fitting Stool and we’ve solved 


in building consumer 


—Point-of-Sale is the most delicate link in the whole 


























Ballet Slippers 





BALLET SLIPPERS 


Right and Left Lasts 
Black Kid 
600— 


$1.40 $1.35 $1.30 
BROOKS SHOE MFG. Co. 
Swanson and Ritner, Philadelphia 

















Buffalo Association 
Broadens Scope 


BurraLo, N. Y.—‘“‘United we stand, 
divided we fall,” was the prevailing 
thought at the annual meeting and 
election of the Buffalo Shoe Retailers’ 
Association, largest attended gather- 
ing in the history of the organization, 
held shortly before the association’s 
style show the end of the month, 
which was made notable by adop- 
tion of a resolution to accept into 
membership traveling shoe men, job- 
bers, shoe manufacturers and repre- 
sentatives of allied shoe interests. The 
meeting was attended by almost all 
of the present membership, which in- 
cludes approximately 95 per cent of 
the independent shoe merchants in the 
city, a majority of the old Buffalo Shoe 
Travelers’ Association, and a number 
of federal, county and city officials, 
who praised the work of the associa- 
tion and its endeavor to advance the 
interest of the trade and the public 
through cooperative and associated ef- 
forts. As the first step in expanding 
its membership, the association de- 
cided to increase the number of its 
directors from seven to ten, and in the 
near future the name will be changed 
to that of the Greater Buffalo Shoe 
Men’s Association or some other title 
expressive of its larger scope. Depart- 
ment managers as well as chain shoe 
store managers joined with indepen- 
dent retailers in making the meeting 
the largest ever held. 

The election resulted as follows: 
President, Benjamin Etkin; vice-presi- 
dent, Fred Manning; secretary, Oliver 
La Reau; treasurer, George Seifert; 
business manager, Harry J. Deters; 
attorney, Carl Hoffman. All of these 
were reelected. Directors were elected 
as follows: Michael Santercole, Clar- 
ence I. Lanich, Robert Holmes, Carl 
Sickler, Edward Lauck, Herman 
Meyer, William Goldbach, Jacob S. 
Meyer, Jack Jacobs and Henry Baier. 
The following honorary directors were 
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Originates New Type of Pullover 








New York—A pullover which, it is claimed, can be taken off the last and 

used as the actual pattern for cutting the upper is the origination of Meri 

Miller and Kurt Bergmann. Using a tough, stretchable paper—very like 

extremely thin leather—these clever designers make a pullover that is 

actually a paper pattern but has the advantage of having been made over 

an actual last. Photo shows Miss Miller and Mr. Bergmann in their newly 
opened offices in New York. 





elected: Mrs. Margaret Upper; George 
Lemler, Angola, and Frank Panzica, 
Lancaster. 





Jack Stewart Leases 
Women’s Department 


St. Louis, Mo.—Jack F. Stewart, 
popular roadman for Tweedie Footwear 
Corporation for the past few years in 
Ohio and Indiana, recently went into 
the retail shoe business at Appleton, 
Wisconsin. He leased the shoe depart- 
ment of Pettibone & Peabody Company 
of that city and opened last month. 
The department is featuring women’s 
shoes retailing from $5 up. 

Mr. Stewart has a rich background 
or retail experience which argues well 
for his success in Appleton. He started 
out with Woloch and Bauer of Chicago 
and then went to O’Connor & Goldberg 
of that same city. Then he joined the 
I. Miller organization, managing I. Mil- 
ler stores in New York, Chicago, and 
St. Louis for a number of years. 





Good Salesmanship 


Futon, Ky.—When William H. 
Stafford, of Bradford, Tenn., and Miss 
Odeon Weatherspoon, of Rutherford, 
Tenn., stepped into a Fulton shoe store, 
all they wanted was information about 
where to obtain a marriage license. 
But, J. T. Powell, proprietor of the 
store, persuaded them to have the cere- 
mony performed there, procuring a 
marriage license and justice of the 
peace for them. Wonder if he sold 
them any shoes? 


Resort Sales 70 Per Cent White 


MIAMI BEAcH, FLA.—‘‘White has de- 
finitely been established as high style 
for southern wear this winter and will 
be featured in northern apparel this 
coming summer” predicts A. S. Blatt, 
manager of Delman’s Lincoln Road 
shop. He says that sales are running 
about 70 per cent now to white and 
white with color. For dress wear a fine 
sail cloth and kid combination is in 
high favor. Some of the best colors 
include royal blue, brown, pink and 
red. White and tan, white and blue 
and white and black are popular com- 
binations for afternoon wear. Wedge 
heels and platform soles are even more 
popular this season for sports shoes 
and have been carried over into many 
evening models. There is a lot of in- 
terest in odd heels. 


Best Dressed Man 


AMARILLO, TExas.—Hail to the Best 
Dressed man in Amarillo, and believe 
it or not, he is manager of a shoe de- 
partment! 

For the second successive year th« 
local papers of Amarillo, Texas, have 
conducted a contest in the closing 
weeks of the year to see who is con- 
sidered the best dressed man on al! 
occasions throughout the year. By 2° 
large majority of the popular votes in 
the contest, Ansel Shupack, manager « 
shoes in the Hollywood Dress Shop wa 
acclaimed winner. 

Incidently, Mr. Shupack alway 
matched his shoes with the colors of hi 
suits, shirts or some accessory of his 
costume. 
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Men’s Shoes in the 
Family Store 


[CONTINUED FROM PAGE 30] 


object to have shoes fitted alongside or 
opposite men. 

Because men as a rule take little in- 
terest in where the rest of the family 
buys shoes. But after they find a satis- 
factory place, one that is bright and 
cheerful, that they know will appeal 
to the other members of their house- 
hold, they invariably insist that the 
store be given a fair trial. 

This may sound rather fantastic to 
many shoe men who threw out their 
men’s and boys’ shoes because “it did 
not pay to carry them.” Our operation 
has proved that men are the trade 
builders. 

In spite of this trend toward special- 
izing on men’s or women’s or juvenile 
shoes, our new store was planned to be 
an attractive place for men to buy 
shoes. An aisle behind the row of 
women’s chairs provided easy access to 
an exclusive men’s selling section in the 
rear. It is termed a “Men’s Den” and 
is set apart entirely from the women’s 
fitting area. 

A full street show window is given 
over to the display of men’s shoes. In 
the exact center of this window is a 
picture of the Men’s Den, so that pros- 
pective customers can realize we have 
a place especially for the selection of 
their shoes. 

Past experience in other shoe stores 
indicated we would not have had a 
quarter of the men in the store, had 
the arrangement of the fitting chairs 
been of the usual nature. As it is, the 
store is supplying the shoe needs of 
high school and college boys, farmers, 
miners and the city trade as well. In 
other words, all types of prospective 
customers have become friends of the 
house. 

Stock turnover in men’s shoes has 
been excellent, running as high as three 
times per month. Action in the $3.98 
shoes has been rather slow, while it is 
decidedly good in the $5.00 and $6.50 

des. 

Practically all business on men’s 
shoes is on the newer high-walled lasts, 
antique finishes, newer leathers. Plain 
black shoes are moving so slowly that 
it is a question of its being profitable 
to cater to the so-called staple types. 
It is said of San Bernardino that there 
are no old ladies in its 48,000 popula- 
tion. Now we are finding that there are 
no old men, or rather men who wear 
“old men’s” shoes, which is something 
unusual in a small town in Southern 


California. 


In both men’s and women’s styles, 
we have endeavored to keep to a safe 
middle-of-the-road course. A  wide- 
spread acceptance of the selected pat- 
terns proved the wisdom of this course. 

Howe’s was opened “cold” in San 


Bernardino, retail shoe experience hav- 
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ing been gained in other cities. San 
ino was chosen as it seemed to 


_ be open for a moderately-priced family 


shoe store. There were plenty of stores 
catering to the Jower priced trade, 
plenty operating in the higher brackets, 
but it seemed that the five to six-fifty 
field was open. 

Several months of business have 
justified this conclusion. In this town, 
it seems that everybody in business and 
everybody living in this vicinity has a 
good word to say about the city and 
country, consequently, business is uni- 
formly good. 

After all is said and done, the best 
ways of getting business are the old 
tried methods. The things we get care- 
less about and don’t do, are the ones 
that cause a loss of trade and friends. 


John Slater Heads 
Charity Drive 

New York—John Slater, of J. & J. 
Slater, 415 Fifth Avenue, has been 
named chairman of the Shoes & Leath- 
er Committee of the Archbishop’s Com- 
mittee of the Laity for 1940, and has 
selected Thomas F. Callahan, of B. Alt- 
man & Co., Fifth Avenue and 34th 
Street, as his vice-chairman. This is 
one of 45 groups now making an in- 
tensive canvass for special gifts in 
connection with the 1940 Appeal of the 
Catholic Charities of the Archdiocese of 
New York, which will conclude the 
week of March 3 with the solicitation 
in the 373 parishes. 

Catholic Charities was organized in 
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1920 by the late Patrick Cardinal 
Hayes. The current appeal is the first 
under the personal leadership of the 
Most Rev. Francis J. Spellman, Arch- 
bishop of New York. 

An increase in the number and mem- 
bership of special trade and industry 
groups has been planned by the arch- 
bishop’s committee, headed by former 
Governor Alfred E. Smith as chair- 
man, and John A. Coleman, of Adler, 
Coleman & Co., 15 Broad Street, as 
executive chairman. Meetings of the 
special gifts committee at which prog- 
ress in the appeal is reported are held 
at 5 p. m. every Thursday in the Em- 
pire State Club. 


New Men’s Store in Boston 


Boston, Mass.—Frank Moccia, who 
has spent twenty years or more with 
the Curtis Shoe Stores of this city, has 
organized the Dalmo Company and has 
opened a new shoe store at 23A School 
Street, one of the best locations in 
Boston for the retailing of men’s foot- 
wear. The Curtis Shoe Company of 
Marlboro, manufacturers of the well- 
known Curtis line of men’s shoes, has 
given to this company the exclusive 
right to the sale of Curtis shoes in 
downtown Boston. As an outlet for 
Curtis shoes, this store will take the 
place of the one formerly located at 
307 Washington Street which closed 
recently following the decision of the 
owners of the building to tear it down. 








Blitskrieg—American Style! 
Edward Rose, Danielson, Conn. 
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SALESMEN WANTED 


FOR SALE 


POSITION WANTED 








WE have an unusual opportunity for salesmen 
that are producers, for our Factory Line 
of Women’s Corrective Walking Shoes that re- 
tail for $3.00 and is backed up by an extensive 
Instock Department. We want salesmen that 
have an active following among department 
stores and good rated retailers. Give us de- 
tails of what you are selling now, territory you 
travel, and t le are actively 
calling on. ddress $586, care Boot & Shoe 
pale 239 West 39th Street, New York, 





Reaoare SALESMEN carry In- Stock line 

better grade | hard sole women’s, chil- 
dren’s slippers ; territories. References. 
Commission basis. "Address 3587, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





BUSINESS OPPORTUNITY 








BUSINESS CAREER NOW AVAILABLE 


and women, with as little as 
profitable orthopedic 





are 4 3 open 
searching investigation; exclusive shop 
franchise available in many important cities. Course 
of intensive training in one of manufacturer's own 
established units given without charge; liberal in- 
vestment protection. Write, giving complete in- 
formation, previous business experience, 
and financial reference to 
583, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 











SHOE MANUFACTURER DESIRES PART- 
NER with substantial capital and general 
shoe experience; now producing product of 
wide appeal. Address £588, care Boot & Shoe 
Recorder, 1627 Locust St., ‘St. Louis, Mo. 





WANTED TO PURCHASE 


an hundred, 12, 18 
pair or 24 pair U. s. 


C. used paddie 
type Neverax for ladies’ Be BARRETT 
SHOE COMPANY, Frankfort, Kentucky. 





WANTED TO BUY - 








Bids Asked for C.C.C. Boots 


Boston, Mass.—The Army Quarter- 
master Depot here is advertising for 
bids covering the manufacture of 12,- 
732 pairs of logger-type boots for dis- 
tribution to men enrolled in the Civilian 
Conservation Corps. These boots are 
all leather, closed with laces but do not 
have calked soles, as many logger 
boots do. Bids will be opened Feb. 20. 


For SALE: To close an a. Minnesota’s 

oldest Shoe Store, , Staple 
business, rent $50.00, beautiful town, 5000, 
safest Footwear investment in Northwest. Ad- 
dress $577, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ee 


_SELMOR SOX RACK 


sholds 20 pair. Shows all 
patterns. Attach to any shoe 
stand. Sample $1.50. 


SAMCO SERVICE, 
126 Lexington Ave., New York, N. Y. 








A few late model, re-conditioned and 
re-finished X-Ray Shoe Fitting Ma- 
chines. Guaranteed by reliable or- 
ganization. Attractively priced. 


Address 595 care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











H'¢c# grade corner shoe store on the main 
street. Thoroughly established. Doing fine 
business. Good investment for Chain or indi- 
vidual operator. Get your Easter business. 
This requires immediate action. Po — 
100,000. Address 8594, care Boot & S 

corder, 239 West 39th Street, New York, 





$8,000 Wi" purchase progressive Brooklyn 
’ shoe store. Yearly increases for past 
7 years. Popular priced shoes. $75.00 rental. 
Good lease. No auctioneers. Address £592, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





FOR LEASE 





| ghee departments shoe range $5.06 

0.50. Only responsible operators con- 
sidered Address 2593, on ee & Tee Re- 
corder, 239 West 39th Street, New York, N. Y. 





POSITION WANTED 


MANAGER, Age 34, Thoroughly experienced 
in every phase of shoe retailing and win- 
dow trimming; Will accept sales position. Live 
wire. Address $589, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


B= -MANAGER available March First. 

Many Pomel ex in Women’s $5.00 
to $8.50 Shoes. rtment Store and Spe- 
cialty Sho ion. Y i- 
fied. . references. Ad- 
dress 2585, care & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














Experienced 
Shoe Style, Sales, 


Advertising Man 
Available 


Now employed, and carry- 
ing on attractive national 
advertising program. 


Exceptional proven ability 
in the creation and mer- 
chandising of men’s and 
women’s shoes — buying 
and selling. 


Requests confidential in- 
terview. 
Address 584 care 


BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











YOUNG SOUTHERNER who has just sold 
his interest in a Ladies’ Shoe Salon (of his 
own design), wishes a position as Manager- 
Buyer for a modern shoe department or store 
specializing in high style feminine footwear. 
Efficient, sober, service guaranteed to anyon¢ 
interested. Age 27, married, one child, Gen 
tile. Any further details or references gladly 
furnished upon request. Ward Coward, 831 
S. Missouri ym Lakeland, Florida. 





UT A RETAIL SHOE MERCHANDISER 
TO WORK! He is young, alert, well-in- 
formed, and has had 18 years’ experience and 
training in the shoe merchandising field. Knows 
the buying markets; energetic 
original window trims. 
Boot & Shoe Recorder, 239 West 39th Street 
New York, N. Y. 





POSITION Wanted as salesman or buyer 
Women’s Novelty Shoes. Thoroughly fa 
miliar with trade and factories. Twenty-fiv: 
years’ jobbing experience cheaper grades. Ad 
dress #590, care & Shoe Recorder, 14( 
Federal Street, Boston, Mass. 





charge, 75 


should be counted. 
rate f 





CLASSIFIED ADVERTISING RATES 


a Soe Sian ond Siney- eae eens 0 6 sete gee want Set oll wailayiaved advordoements Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


Shae ceuias ts Aine ilies socal deal Beadle’ tor the einen. In all other cases each word of the 


all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 
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WANTED TO PURCHASE 














BARIS SHOE COMPANY, Iac. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5181 











BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
w for cash surplus complete shoe stocks. 
Brendod or unbranded. Genseems prices. 

Write, wire or phone. 


BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 


@ entire stocks of chess 
or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-58377 and 5378 

















Grimsrud Plans New Store 


New Lonpon, Wis.—The Grimsrud 
Shoe Co. has announced plans for the 
erection of a modern store here, at 220 
North Water St. The business will 
be managed by George Baerwald, who 
is currently operating in temporary 
quarters in the Roegler Bldg., pending 
the completion of the new store early 
in Spring. 


Reed’s Opens 
Fond du Lac Salon 


Fonp pu Lac, Wis.—Latest firm to 
open a smartly styled shoe salon here 
is Reed’s. Installed at 68 S. Main 
Street, Reed’s shop is distinctive in 
its modernistic style. Walls are cream, 
with rose decoration. Bird’s eye maple 
has been used to highlight the shoe 
store. Furnishings are red leather 
trimmed with chrome. A round glass 
display front sets off displays. Shoe 
fashion slogan adopted by Reed’s is: 
“Styles fashioned for the miss as well 
as the matron.” 

L. A. Morrison is general manager 
of the Reed Co. Jules Herman of the 
Chicago district has been assigned to 
the Fond du Lac outlet. Charles Tweed 
will serve as area district manager. 


New Styles Stimulate 
Winter Selling 


Boston, Mass.—Retail shoe sales are 
reported by local merchants to have 
picked up since the introduction of 
newer styles now being given promi- 
nent display in windows throughout 
downtown Boston. Step-ins, pumps and 
straps are all moving, the favored 
leather at present being black patent. 
Combinations of patent and gabardine 
also are popular in styles which carry 
perforations of many kinds. Black kid, 
much seen in oxford types, also is be- 
ing sold. Generally speaking, patterns 
are simpler than in the Spring season 
of 1939. With these off their shelves, 
merchants look forward to a late Spring 
and Summer season which will, they 
believe, bring good business in play and 
sport shoe types. 


‘C. H. Myers Re-elected 


Kistler Head 


Boston, Mass.—At a recent meeting 
of the stockholders of the Kistler 
Leather Company of this city Charles 
H. Myers was re-elected president of 
the corporation, and Edwin F. Beck 
was re-elected treasurer. Bertram Ur- 
ban, who has served for several years 
as secretary, was made vice-president; 
and Charles A. Crowell was named 
secretary. 

Stockholders were told that there is 
in the trade an increasing demand for 
the Kistler “Bench Brand” soles, and 
that the year’s business, as a whole, 
has been eminently satisfactory. 


Johansen Bros. Report 
$60,993 Profit 


St. Louis, Mo.—Net profit of $60,993 
after charges and taxes for the fiscal 
year ended October 31 is reported by 
Johansen Brothers Shoe Company, Inc. 
This is equal to 22% cents per share on 
the 270,870 shares of common outstand- 
ing under the new financial setup. The 
pro forma balance sheet as of October 
31 last shows a ratio of 3.6 to 1 of 
current assets to current liabilities. 
Sales since November 1 show a gain 
over the preceding year of about 5 
per cent. 


In Charge of Brown 
Sales Rooms 


Los ANGELES, CALIF.—T. W. Putman 
is now in charge of the sample and 
sales rooms of the Brown Shoe Co., at 
their permanent headquarters in the 
Hotel Lankershim. All lines manufac- 
tured by the Brown Shoe Co, are repre- 
sented here, each line being headed by 
sales representatives who have been 
covering this territory for the past sev- 
eral years. Previously to coming here, 
Mr. Putman was in the home office of 
the Brown Shoe Co. in St. Louis. 
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MERCHANTS’ NEEDS 





HOES AND CARTON 
Gus V. Wells—686 45th—Des Moines, Ia. 
Send Free Samples and Prices 
To 





F. E. Ballou Injured 
In Accident 


PROVIDENCE, R. I.—Frank E. Ballou, 
founder and directing head of F. E. 
Ballou Co., Inc., was painfully but ap- 
parently not seriously injured recently, 
when he was struck by an automobile 
while he was crossing the street to his 
store. Following treatment at his 
physician’s, he was taken to his home. 


Opens New Sample Rooms 
On Coast 


Los ANGELES, CALIF.— Robert G. 
Fithian, Gerbrich-Payne Shoe Co.’s rep- 
resentative in this territory, has taken 
permanent sample rooms in the Hotel 
Lankershim. Special fixtures were 
built, the design of which was planned 
to show off the shoes to their best ad- 
vantage. 


ADVERTISING 
\a GOTZIUE 


—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled accordi to what 
you want; wholesalers usually request 
best retail ads; manufacturers usually 
want ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupons below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 





VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 

Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 




















